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Mrs. Anna Steese Richardson re- 
vealed to the A.F.A. convention that 
somewhere in Westchester there is 
an unsung hero of advertising. He 
won the diaper-changing champion- 
ship and now challenges all comers. 


7, = © 


Ruth Waldo told the newspaper 
executives that they ought to be sit- 
ting up nights figuring out ways to 
provide four-color advertising serv- 
ice. Maybe we'd better give the boys 
a chance to get used to two. 
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W. H. Weintraub, of Esquire, told 
the advertising convention that 
Princeton and Yale students now 
lead the fashion parade. Must the 
sons of John Harvard hang their 
heads in shame? 
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Editor Weintraub says that style 
is what a glorified button-hole maker 
thinks you should wear, and fashion 
is what you actually do. Fair 
enough. 
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Mayor LaGuardia insists that out- 
door advertising is ugly, but then he 
perhaps overlooked that poster of the 
beautiful Pontiac girl. 
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Mrs. Richardson said that most of 
the women who Tread the ads about 
the Schenley mark of merit think 
they refer to a new brand of men’s 
garters. But the men never miss, 
thus proving that men drink and 
women don’t. Or does it? 


a, 


The A.F.A. convention was at the 
top in importance, judging by the 
new rating based on the number of 
microphones behind which each 
speaker is entrenched. 
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Many diplomats have spent a life- 
time studying the gentle art of say- 
ing gotohell in an acceptable manner, 
but, after all, when it comes to things 
like that, Ogden Reid is no slouch. 
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“Penny Candies Leading Field 
Back to Profit.” 
The all-day sucker is still good for 
the long haul. 
+. ¥ F 


Men’s voices are preferred on the 
radio, a recent survey showed. But 
what about men’s voices which sound 
exactly like women’s? 


7 + .¥ 


Wisconsin barns are to be used to 
advertise farm products by means of 
stenciled signs. The last refuge of 
the pill advertisement seems to be 
weakening. 
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Over $5,000,000 a year is distributed 
in advertising contests, it is reliably 
reported. The pity of it is that ad- 
vertising men win so few of them. 
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“Responsibilities of Management” 
was one of the subjects discussed at 
the advertising convention. Respon- 
sibilities of hotel management, some 
of the celebrants decided, include put- 
ting cocktail bars nearer dance floors. 
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The state dental commission of 
North Carolina has suspended the li- 
cense of an advertising dentist. Down 
there they have laws with teeth in 
them. 

Copy Cur. 


BROWN VISIONS 
BOOM ON HEELS 
OF HOUSING ACT 


Johns-Manville Head En- 
thusiastic Over Law 


New York, June 19.—Hard on the 
heels of the passage by Congress in 
its closing hours of the national 
housing bill, Lewis H. Brown, presi- 
dent of Johns-Manville, Inc., New 
York, presented details of a gigantic 
campaign for home modernization 
and repair designed to create a bDil- 
lion and a half dollars’ worth of 
business between now and the end 
of 1935. 

Speaking at an industrial advertis- 
ing conference sponsored by the 
Associated Busi- 
ness Papers, Inc., jj 
and the Technical | 
Publicity Associa-| 
tion at the Hotel 
Pennsylvania this|f 
afternoon. Mr. 
Brown, who was | 
one of the princi-| 
pal figures in the| 
study of the dur-| 
able goods indus- 
tries for NRA and 
had much to do 
with the plan- 
ning and passage 
of the national housing act, told a 
great story of the ideas back of the 
legislation and of the enormous sales 
promotion and advertising campaign 
which will speedily get under way. 

As a result of provisions for the 
rediscount of real estate mortgages 
and the assurance of their payment 
through a federal mutual insurance 
corporation, financing of home im- 
provements will now be made pos- 
sible in every community. Building 
material manufacturers and dealers, 
cooperating with the National Emer- 
gency Council at Washi. ‘on, will 
set up a program which iti elieved 
will create an enormous vo... %e of 
business. 


Lewis H. Brown 


Other Speakers 


Mr. Brown’s address was only one 
of several which contributed to the 
value of the conference. Others 
who spoke were Dr. Lionel Edie, 
economist, who discussed the general 
business picture and declared that 
the six-year depression of the dur- 
able goods industries is over; Col. 
Willard Chevalier, McGraw-Hill Pub- 
lishing Company, who showed why 
advertising is necessary to take ad- 
vantage of industrial marketing op- 
portunities now, and W. L. Rickard, 
of Rickard & Co., Inc., who analyzed 
current advertising appeals and 
wrote the specifications for success- 
ful industrial advertising in 1934. 

The meeting was presided over by 
S. L. Meulendyke, of Marschalk & 
Pratt, Inc., president of the Tech- 
nical Publicity Association of New 
York. 

Mr. Brown analyzed some of the 
findings of the durable goods indus- 
tries committee which studied this 
situation for the NRA and which 
emphasized the necessity for mak- 
ing a normal flow of savings into 
capital investments possible. Then 
he moved rapidly into a discussion 
of the vitally important national 
housing act. 

“This act provides a mortgage in- 
strument to help the average man 


(Continued on Page 34) 


strengthening 


Self-Regulation Endorsed 
By Advertising Federation 


CAMERAMAN CATCHES LA GUARDIA AND KOBAK 


Advertising Must Clean Own 
House, Resolution Says; 
No New Laws Needed 


New York, June 20.—In resolu- 
tions adopted unanimously at. the 
closing session of the thirtieth an- 
nual convention of the Advertising 
Federation of America at the Hotel 
Pennsylvania today, advertising in- 
terests went on record as favoring 
self-regulation for the elimination 
of objectionable advertising, with- 
out additional legislation to pro- 
vide further legal control. 

The A. F. A. took the stand that by 
existing machinery 
and setting up new machinery within 
affiliated advertising groups, for the 
purpose of providing more effective 
supervision of advertising copy, the 
public can be fully protected against 
abuses, without intervention by the 
government, 

The vigorous stand on the subject 
of advertising regulation followed 


m\;the recommendations of President 


Kobak and thorough discussion of 
advertising control at many of the 
meetings held during the convention, 
and made it evident that the indus- 
try is prepared to go as far as neces- 
sary in extending facilities for the 
elimination of the small volume of 
questionable copy which has been 
responsible for the crusade against 
all advertising. 


Defers Elections 


The resolutions were read by 
Joseph H. Appel, of John Wana- 
maker’s, New York, chairman of the 
committee, and were adopted without 
a dissenting vote. 

Selection of a president and chair- 


x wr 


ke 


r 


Interesting candid camera shot of Mayor La Guardia and President 
Kobak in a serious discussion at the opening luncheon session of the 
A. F. A. convention. 


man of the board of directors of the 
A. F. A. was deferred for thirty days 
to enable the situation to be studied 
carefully and thus to obtain the best 
pessible men for these important 
posts. In the meantime Edgar Kobak, 
National Broadeasting Company, 
New York, president, and Gilbert T. 
Hodges, New York Sun, chairman, 
will continue to serve until their suc- 
cessors are chosen. 

Victor Martin, Democrat, Daven- 
port, Ia., was chosen secretary, and 
Frank A. Black, William Filene’s 
Sons, Boston, treasurer. Vice-presi- 
dents representing specific federation 
activities were elected as follows: 

Council on women’s advertising 


Last Minute News Flashes 


Blaker Relinquishes Elizabeth Arden Account 


New York, June 22.—-Blaker Advertising Agency has relinquished the 
account of Elizabeth Arden, which it has handled for eleven years, with 
the announcement that it is not soliciting any other cosmetic accounts. 


Blackman Resigns Hudson Account 
New York, June 22.—The Blackman Company resigned the Hudson 


Motor Car Company account as of June 20. 
made of a new agency appointment. 


No announcement has been 
It is considered probable that the 


company will issue its own orders temporarily. 


Robert R. Davis to Hays MacFarland 


Chicago, June 22.—Robert B. Davis has joined Hays McFarland & Co., 


Chicago advertising agency, as vice-president. 
ciated with Charles Daniel Frey Company for ten years. 


Mr. Davis has been asso- 
For the last five 


he has been vice-president in charge of plans, copy and creative depart- 


ments. 


“Bacardi” a Trademark, Court Rules 


New York, June 22.—Bacardi has changed from the status of a family 
name to that of a trademark, the New York state supreme court has ruled 
in granting Compania Ron Bacardi an injunction restraining American 
Bacardi Rum Corporation from using the name. 


White Owl to Start Newspaper Campaign 
New York, June 22.—General Cigar Company will start its first national 
newspaper campaign on White Owl cigars in over a year next month, using 


52 papers in 18 leading cities. 


The tentative campaign prepared by J. 


Walter Thompson Company calls for one insertion weekly with 800 lines 


as the minimum. 


clubs, Josephine Snapp, Household 
Magazine, Chicago. 
Council on departmental activities, 
Charles E. Murphy, New York. 
Council on advertising clubs, Ar- 
thur H. Brayton, Marshall Field & 
Co., Chicago. 


New Directors 


Directors to serve for three years 
were named as follows: 

Frank Braucher, vice-president, 
Crowell Publishing Company, New 
York; George W. Kleiser, president 
of Foster & Kleiser, San Francisco; 
Gilbert T. Hodges; Edgar Kobak; G. 
R. Schaeffer, publicity and promotion 
manager, Marshall Field & Co.; 
Helen Rockey, assistant manager of 
the advertising bureau of the gas and 
electric companies affiliated with the 
Consolidated Gas Company, New 
York. 

The resolutions dealing with adver- 
tising regulation and control and the 
general subject of improved public 
relations, the latter to be promoted 
through the organization of a public 
relations group representing adver- 
tisers, agencies, mediums and con- 
sumers, were as follows: 

“Whereas, advertising has long 
since proved itself to be a necessary 
and economic force in the material 
welfare of the people of the United 
States; and 

“Whereas, that material welfare is 
vitally involved in the challenge of 
the day to all our American institu- 
tions—political, social, commercial; 


Accepts Challenge 


“Therefore, organized advertising 
insofar as it may be involved in the 
challenge to such institutions, meets 
that challenge in the spirit of Truth 
and Goodwill in which it has pio- 
neered in the field of business and 
asks the critics of our business insti- 
tutions to be guided by like motives. 

“Advertising is distinguished by 
its public power and responsibility, 
and consequently must be operated 
with greater efficiency and greater 
freedom from abuse than other busi- 
ness methods. It is not only exposed 
to public appraisal at all times but 

(Continued on Page 34) 
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ADVERTISING AGE 


June 23, 1934 


“Correct 


Evils and 


efute Falsehoods,’’ 
Kobak Tells A.F.A. 


New York, June 18.—-Pointing out 
that attacks on advertising must be 
met definitely by refuting the un- 
sound arguments and _ correcting 
evils that actually exist, Edgar Ko- 
bak, president of the Advertising 
Federation of America, and _ vice- 
president of the National Broadcast- 
ing Company, today presented to the 


thirtieth annual convention of the 
Federation a program for specific 
action. 

He urged specific groups in the 


advertising field to set up methods 
for the control of the small volume 
of objectionable advertising now 
current, and at the same time to pro- 
mote to the public and to business 
tne facts about the basic service ren- 
dered through legitimate advertising 
activities. His recommendations were 
received with enthusiasm. 

Declaring that with business con- 
ditions improving, advertising, “the 
advance guard of business,” has 
shown healthy growth in volume and 
the prospects for further expansion 
seem practically sure, but is faced 
with many new conditions and re- 
sponsibilities, Mr. Kobak emphasized 
that “these conditions are not the 
kind that will be solved by sitting 
back and letting natural forces do 
the work. Some of these things re- 
quire action and the next move is up 
to the men and women in advertis- 
ing. 


Answer Criticisms 


“What these conditions that 
challenge us?” he asked. 

“First: our progress toward recov- 
ery is being held back partly by de- 
liberately fostered distrust, partly 
natural conservatism, and partly the 
effort to tear down the economic 
business structure of which advertis- 
ing is a definite part. 

“In these days of confused think- 
ing and emotional stampedes, there 
has been much unsound writing and 
speech making, finding fault with 
sound institutions, which in the past 
have helped make us prosperous. Ad- 
vertising is only one of the impor- 
ant elements of modern American 
life which has been heaped with in- 
vective by persons who either are 
too ignorant to understand its fune- 
tions or who suffer from an emo- 
tional grudge which has been nursed 
into full-fledged intellectual spite. I 


are 


even dare to suggest that some of 
this criticism of advertising has all 
the earmarks of being a_ sort of 


racket with purely selfish motives. 
“To meet this first challenge we 
must analyze all criticism and deal 
with it accordingly. The fair criti- 
cism must be met by action which 
will eliminate the causes. The unfair 
eriticism must be answered. We 
cannot afford to let ourselves be emo- 
tionally stampeded into conditions 
which will retard recovery and handi- 
years to come, 


cap business for 


Violent Attacks 


“All fair-minded advertising men 
and women agree that there is much 
in advertising that can stand criti- 
cism. Those of us who want adver- 
tising to become more effective and 
to do a better job are glad to have 
its pointed out. How- 
ever, the professional critics and the 
self-appointed champions of oppressed 


weaknesses 


advertising victims do not confine 
their criticisms to actual faults in 
advertising. They attack the whole 
thing with violence and ery out for 
the total abolition of advertising in 
all its forms. 

“When you analyze the writings 
and speeches of the most vocal of 
our critics, it immediately becomes 
apparent that their criticism is 


really directed against our social sys- 
tem as such and that advertising gets 
the brunt of it because it happens to 
the most 

American 
large volume of 
advertising 


be one of obvious symbols 
of modern 
“The 


tion 


business. 
misinforma 


about and the ae 


companying appeals to prejudice can 
not flippantly be cast aside. Al- 
though the American public has a lot 
of common sense, it can nevertheless 
be misled by colorful propaganda. 
Millions of consumers who probably 
never have given the matter much 
thought are in danger of becoming 
prejudiced against advertising as a 
legitimate part of our distribution 
system. 


Educate Public 


“Secondly, we must clarify the 
purpose of advertising, so that it is 
readily understood by consumers and 


business organizations,” Mr. Kobak 
continued. “Because advertising per- 


forms a tangible service to the con- 
sumer and makes profits for business, 
those of us who want advertising to 
do its work properly must see to it 
that both consumers and _ business 
men have a clear understanding of 
the place which advertising occupies 
in our social scheme. 

“The good will of the public is 
essential to the effective use of ad- 
vertising and the confidence of busi- 
ness men in its effectiveness is cer- 
tainly a prerequisite to its use. 

“Because the Advertising Federa- 
tion of America is the logical leader 
in educating the public on these mat- 
ters, we have for several years con- 
ducted an intensive educational pro- 
gram. Through radio, newspapers, 
magazines, outdoor, direct mail and 
speeches before numerous’ groups, 
the Federation has presented the 
facts about advertising in a sane and 
logical way. The response indicates 
that this educational program has 
been very effective.” Similar educa- 
tional activities should be 
taken individually by members of the 
Federation, Mr. Kobak declared. 


Little Objectionable Copy 


“We can not close our eyes to the 
fact that there is some advertising 
which is off color,” he said. “We 
must be the first to condemn it. 


own estimate is that not more than 


5 per cent of all types of present-day | 


advertising seems to be objectionable 
in any way and merits the criticism 
which now is being directed indis- 
criminately at all advertising. This 
is not a pure guess for I have made a 
study of this myself, appraising the 
pages of newspapers and magazines, 
direct mail matter, outdoor displays 
and the content of radio programs. 
“We must thank  advertising’s 
critics for ealling our attention so 
foreefully to this objectionable 5 per 
cent that needs to be cleaned up. It 
is up to us to do something about it, 
not to please the critics but to pro. 
tect the usefulness of advertising. 
Both individually and_ collectively, 
we must direct our efforts toward the 
elimination of the kind of advertis: 
ing copy that is meant to deceive or 
that offends our 


sense of decency. 


under- | 


My | 


A GROUP OF CHICAGOANS GATHERS FOR THE BANQUET 


I recall how a manufacturer of men’s 
garters induced many young men to 
buy his product by insinuating in his 
advertising that sloppy sox-appeal 
drives the girls away. He should 
have confined himself to statements 
about the quality of rubber and the 
tensile strength of the metal used in 
construction of the garters. 


Emotion Is Essential 


intended to be faceti- 
Advertising really is being con- 
/demned for these very reasons. Ex 
tremists would do away with it en- 


| “This is not 
; ous. 


|tirely and substitute government 
|sponsored price lists and _ specifica- 


sire them. It is 
advertising is to be permitted, it 
| should give only the objective infor- 
mation which the consumer needs in 
deciding whether to buy. It is 
granted that advertising has 
other legitimate function. 

“The fact is that the primary pur- 


not 
any 


jand not merely to catalog them. It 
takes persuasion to sell goods; few 
people buy merely on a presentation 
of facts. The most common element 
of persuasion is the appeal to the 
emotions, which we all use con- 
stantly in our everyday contacts with 
| people. 

| “There isn’t a church in the world 
| that could exist without appealing to 
jthe emotions of the people. Even 
helps us to make intelligent de- 
school is accomplished by appealing 
|to the emotions of the students. The 


only reason why we honor great ar- | 


| tists is because they are able to ap- 
peal to our emotions with superb 
skill. Elections are won or lost al- 
most entirely on an emotional bastfs. 
Every important advance in the prog- 
ress of civilization had its emotional 
cause. Our reasoning power always 


Not a Catalog 


the teaching of factual knowledge in 
cisions but it is our emotions which 
cause us to act. 


“Fourth: Advertising copy cannot 
be a catalog of specifications, only— 
it cannot be entirely factual and not 
appeal to the emotions,” Mr. Kobak 
asserted. “We sometimes hear com- 
plaints that advertising does not con- 
fine itself to a detailed description 
of the merchandise which is being 
offered for sale. Because advertising 


does more than that, it is accused of | 


exerting an 
on consumers. 


unwholesome_ influence 
It persuades them to 
do things which cold reasoning alone 
would not bring about. 
“This, I confess, may be very bad. 


I can just imagine what terrible 
harm comes to the innocent home 
owner because a building material 


concern has induced him to build a 
house by picturing happy life in the 
suburbs instead of detailing only 
specifications and grades of material. 
And being an advertising man, per- 
haps I should blush with shame when 


Dissatisfaction Wanted! 
“If advertising is to be of any 
help in selling merchandise, it must 


of necessity do more than present 
cold facts Of course, the appeal 
must be honest and the emotions 


should be those which society 
proves. These precepts are sometimes 
violated. As an example, I woulda 
like to point out the writings of some 


of those who condemn 


advertising. 


Their hightv emotional appeals are 
far from honest. Some agencies of 
| the government are guilty of more 


| dishonest use of the emotional appeal 
than are most of the advertisers 
; Whom they attack. 

“Advertising should create dissatis- 
faction. Satisfied people never make 
| progress and if American consumers 
| were all satisfied with their present 
standard of living, our standards 
|; would not rise. Advertising is the 
greatest force in existence today for 


tions to be furnished to all who de- | 
contended that if | 


pose of advertising is to sell goods | 


ap- | 


making people strive for more ma- 
terial progress and higher standaras 
of health, comfort, and recreation. 


Better Copy Needed 


“The great challenge which faces 
advertising men and women today 
places great importance on the prob- 
lem of writing better copy, producing 
better advertising. To continue its 
usefulness in the future, advertising 
must do all those things we have 
just mentioned and must do them 
| better than in the past. Advertising 
must give information. In connec- 
tion with a given product, the con- 
sumer must have certain facts before 
j}he will buy. Some of these facts he 
| will not take the trouble to get for 
| himself and those are the ones which 


: : 
/must be given to him through sales- 
|}men or through advertising. While 


giving these selling facts, advertis- 
ling must be persuasive and it must 
appeal to the emotions to induce ac 
tion. And advertising as a whole 
must continually promote dissatisfac- 
tion with present standards of liv- 
ing. The job of writing truly effec- 
tive copy has become harder than 
ever before and will continue to grow 
;even more important because our eco- 
;nomic progress is bringing distribu 
tion problems more and more to the 
front. As it becomes increasingly 
difficult to sell the growing volume 
of goods we are able to produce, it 
requires increasingly effective tools 
with which to do the selling. So 
there can be no standing still in ad- 
vertising effectiveness. Just to hold 
its own, advertising technique has to 
improve very rapidly or fall behind 
the times. 


Self-Regulation 


‘Action 


circles 


from within advertising 
can be directed more. effec- 
tively than legislation. We 
don’t want any general laws passed 
jabout advertising copy. This is not 
Yecavse we afraid of well 
ceived laws but because this subject 
full of intangible and vague 
borderlines that any broad attempt 
at governmental regulation could not 
fail to hamper legitimate enterprise. 
Such regulation would be sure to 
work out very unsatisfactorily for 
the enforcement agency as well as 
for those who are subjected to it. 
“The need which 
for some action 
tising cireles. 
ethics 


mass 


are con- 


Is SO 


faces us 

from within 
We have 

and have 


now is 


adopted 
conducted 
campaigns for truthful advertising. 
These are all very good and have 
accomplished a great deal in the long 
run. But today, we need a little shot 
of something more direct and quick- 
acting. The national advertisers, re- 
tail advertisers. magazine publishers, 


codes. of 


adver- | 


|newspaper publishers, radio broad- 
jcasters, and other homogeneous 
|groups are all tackling the problem, 
jeach dealing with the conditions in 
‘its own special field. I predict that 
there will be continued constructive 
|work along this line in the near fu- 
ture. 
Challenge Must Be Met 


“To sum up the challenge—to face 
|the facts. Goodwill is a tangible as- 
set. Trust is one institution which, 
if destroyed, will destroy much that 
is dependent upon it. Our best aid 
to recovery, to better business, to 
more sales through advertising is to 
protect the goodwill and trust we 
now merit and to repudiate all that 
would destroy it. 

“We must safeguard the useful- 
ness and the power of advertising as 
a force for business progress—pro- 
tect it against decay from within and 
unfair attacks from without. We 
must meet the challenge—meet it 
through honest, accurate and decent 
advertising.” 


Daily Analyzes 
Whisky Lineage 
In Newspapers 


New York, June 21.—National ad- 
vertisers of alcoholic beverages ex- 
pended more than $850,000 in local 
newspaper advertising during the 
first five months of 1934, according to 
an analysis by the research depart 
ment of the New York World-Tele- 
gram, 

This figure does not include retail 
store liquor advertising. Approxi- 
mately $290,000 was spent to adver- 


tise American whiskies. The next 
largest investment promoted im- 
ported whiskies, the total for this 


item being $190,000. 
The complete tabulation follows: 


Approximate 


Appropri- Pet. of 
Divisions ations Field 
American Whiskies. .$290,710 34.1 
Imported Whiskies 199,091 23.5 
Beers, Ales, Stouts, 
Es Ore Ba ec re Se 158,418 18.6 
| Gins ; 5 : 75,288 8.8 
|} Wines . win 52.375 6.1 
| Brandies or a 48,0635 5.6 
| Cordials, Cocktail In- 
| gredients, etc, ‘ 14,157 Be 
MRM Bray. sa ees ates : 12,128 1.4 
| Wine and Spirit <As- 
sociations ... : 2,588 
Total . $852,818 100.0 
Sub-totals for certain groups 
Spirits (Whiskies, 
Gins, jrandies, 
POUT cence nies . .$625,280 73.3 
Beers, Ales Stouts 
3s ee 158,418 18.6 
Wines. - 52.375 6.1 
Cordials, et 14,1: 


Associations 


Total 100.0 
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ADVERTISING AGE 


Wide World Photo 


me © 
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IF YOU DONT GET 


ND this is just as true in newspaper circula- 
tion as it is in baseball . . . unless the news- 
paper drives your sales message HOME .. . you 


don’t score! 


Better than four hundred thousand families 


in the Chicago trading area read The 
Chicago Daily News AT HOME. 
This is more home-read circulation 
than you can get in any other Chicago 
daily newspaper. The fact that Chi- 
cago Daily News circulation is home- 
read explains its superior scoring 
ability. 

This advertisers recognize as 
proved by the increasing prepon- 
derance of advertising carried by The 
Chicago Daily News. 

In 1929 The Chicago Daily News 
carried 28.48% of the total display 


*Authority: Media Reeords, Inc. 


Copyright. 1934. The Chicago Daily News. Inc 
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advertising in Chicago daily newspapers. During 
the following depression years (1929-1933), 
when reduced budgets had to do a harder job 


and newspapers had to be bought with greater 


The Chicago Daily News’ 
percentage of Total Dis- 


play Advertising in all 

Chicago daily newspapers 

from the beginning of 1929 
through 1933. 


care, The Chicago Daily News’ percentage of 


total display advertising in Chicago 
dailies increased to 33.17%. 

In the fifteen-year period (1919 
to 1933) The Chicago Daily 
News carried 40,275,242 more 
lines of display advertising than the 
second Chicago daily (a morning 
paper). 

And in 1933 The Chicago Daily 
News carried more total advertis- 
ing than any other six-day evening 
newspaper in America... no other 
Chicago daily ranked even among 
the first twelve* 


THE CHICAGO DAILY NEWS 


Chicago’s Home Newspaper 


GEORGE A. McDEVITT CO., National Advertising Representatives, NEW YORK — CHICAGO — PHILADELPHIA — DETROIT—SAN FRANCISCO 
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A. F. A. Backs Self-Regulation of 
Advertising 


The Advertising Federation of 


America, which held one of its most 


and constructive 
New York 
on record in impressive style in favor 
of self-regulation of advertising with- 
out) government 


important conven- 


tions in this week, went 


interference. 
resolutions on this subject, drawn up 
by a committee headed by Joseph H. 
Appel, left no doubt of the 
tion's confidence that 
fully qualified to eliminate whatever 
abuses now need correction. 


Federa- 


The resolutions, printed in full on 
another this 
splendid exposition of 
which have 


issue, 

the 
supported for 
months by AbVERTISING AGE, and 
the that the various 
organizations of advertising interests 


page of are a 
ideas 
been 


present thesis 


affiliated with the A. F. A. have the | 


intelligence, the ability and the 
courage to provide effective machin- 
ery for the control of the small 
amount of advertising which must 
be curbed in the the 
public and of sound advertising gen- 
erally. 

The 
tion 
keynote 


interests of 


the Federa- 
line with the 
delivered by Edgar 
Kobak, president of the organization, 
ringing Monday 
called on advertising interests for 


action taken by 


was directly in 
speech 
whose address on 
action, urging them to do whatever 
the demand that 
otherwise objectionable 
We believe that 
his appeals will not go unheeded. 


is needed to meet 
dishonest or 
copy be eliminated. 

There is a and 


strong growing 


feeling on the part of business lead- 


The 


advertising is | 


|ers, likewise made evident in such 
addresses at the convention as those 
of €.. HM. president of Gen- 
eral Foods, and Lewis Brown, presi- 
dent of Johns-Manville, Inc., that the 
|regimentation of hus been 
The feel- 
ing that business must be given rea- 


Chester, 


business 
carried unnecessarily far. 


sonable freedom of action in order to 
deliver the greatest 
workers 


service to 
and stockholders, 
| . . 

| was clearly evident in those talks. 

| Advertising, too, must continue tu 


summers, 


/have reasonable freedom of action in 
| order to render its best service, and 
if those who use, produce and 
advertising will 
challenge of the day, for 
control of 


| 
| 
; 
| seminate the 
adequate 
which merits 


| just criticism and condemnation, they 


| 


meet 
advertising 


will find the public ready and willing 
ito accord that freedom. 


| The Federation rendered conspicu- 


| ous service to all advertising by its | 
| broadcast of an advertising clinic in 


which the charges leveled at adver- 


tising were answered 
speak for manufacturers, merchants 
and the public. 
resolution 


The adoption of a 
urging the establishment 
of a public relations group for the 
purpose of explaining the purposes, 
functions and policies of advertising 
to all whom its activities affect 
pointed toward continuing efforts in 
this important field. 

All in all, the 
plished some real 
direction of 


convention accom- 
the 


use- 


objectives in 
and 


greater power 
fulness for advertising. 


The Trend Toward Nationally 
Advertised Brands 


One of the comments frequently 


heard during the A. F. A. conven- 
tion emphasized the trend on the 
part of consumers and merchants 


toward nationally advertised brands 


representing known standards of 


quality. Consumers and those who 


supply them recognizing the 
fact that 


and value on products whose names 


are 


they can rely for quality 


are guarantees of quality and 


been made familiar to buyers 


through consistent advertising. 
It is that 


pression period merchants and others 


agreed during the de- 


who attempted to increase their mar- 


gins of profit through the 


tion of private brands yielded in 


many causes to the temptation to cut 
quality. 


Consumers bought on the 


recommendation of retailers only t 


find, in numerous” instances, that 
quality was not up to expectations. 
Continued experiences of this kind 


that 
brands do not 


have convinced them unknown, 


unadvertised offer 


have | 


introduc- | 


|}maximum assurance of full value and 
service. 

Merchants, on the other hand, have 
seen a growing disposition on the 
part of their customers to place their 
the 
which 


reliance — on well-established 


branded lines are known to 
standards of 
| consequently they have realized that 
; they can no longer risk the aliena- 
ition of public good will through 
|} sponsoring goods of doubtful quality. 


represent 


Thus the swing toward good names, 


names that mean quality because 


sae have reputations fostered by ad- 
| vertising, seems to be gaining new 
| momentum every day. 

| Under these conditions manutac- 
|turers who have kept faith with con- 
sumers, who have branded their mer- 
chandise and who have continued to 


advertise it, are 


in the strongest po- 
}sition that could possibly be created. 
They will proceed to cash in on the 


deserved reputation for uniform, es- 


O. L. BRUNS, Chicago | 


dis- : - 4 : : 
|“A Little Grass Shack” this morning 


impressively | 
by a group of authorities prepared to | 


| 
| 


con: | 


‘Finds A. A. 


quality, and | 
| 


| 


|tablished quality which the public is | 


now so earnestly seeking. 


DOING A JOB FOR A COMPETITOR 


Voice of the Advertiser 


Worried Subscriber 


To the Editor: Am I worried? Ill 
say Iam. I caught myself humming 


—and I’ve been smoking Camels for 
years. Jangled nerves as typified by 
a phone booth artist or a ring twid- 
dler are at least credible, but when 
they try to sell me with such a weak 
example as humming, I say, “bosh!” 
“Whistling through a_= graveyard” 
would have been better. 

However, this letter is not the re- 
sult of one of my pet peeves. I just 
want you to know that I enjoy Ab- 
VERTISING AGE a great deal and have 
found it to be of great value to me. 

RAYMOND E, BRANDELL, 
Chicago. 
vgwegy 


Valuable 
to All Salesmen 


To the Editor: Will you please 
have the address on my subscription 
changed to Agency Department, 
American Life Insurance Company, 
Indianapolis? 

It may seem odd to you that a per- 
son in the life insurance business 
should be interested in your paper, 
but I find it one of the most interest- 
ing and readable publications on 
record. It has pertinent news treated 
in a different manner, and in my 
opinion, ADVERTISING AGE is valuable 
for all types of salesmen and indi- 
viduals connected with sales work. 

J. R. TOWNSEND, JR., 
American Central Life Insurance 
Company, Indianapolis, Ind. 


~~ F FF 


Pointed Poetry 

To the Editor: The other day one 
of my friends in the advertising busi- 
ness was glancing through my copy 
of ADVERTISING AGE when he ran onto 
the discussion in “The Voice of the 
Advertiser” as to whether or not 
illustrations of a “semi-draped” char- 
acter should be included in our most 
highly valued magazine. 

After reading both sides of the dis- 
cussion, and glancing at the illustra- 
tions in question, he recited the fol- 
lowing poem (not original), which 
amused me and perhaps it will you: 

King Solomon and King David 

Led most riotous lives, 

Each had a thousand concubines 

And at least a hundred wives. 

But when old age o’ertook them 

With all its aches and qualms, 

King Solomon wrote the proverbs 

And King David wrote the psalms. 

R. C. WALLACE, 
Salt Lake City, Utah. 


Information 
for Advertisers 


The following documents may be se 
‘ured without charge by any national 
idvertiser or advertising agency from 
he companies sponsoring them, or 
hrough ADVERTISING AGE. 


No. 606. What Is the Buying Power 
of the American Business Woman? 
Results of a survey into the buying 

habits of business women made by 

Hughes, Wolff Company for Inde- 

| pendent Woman. Data included, de- 
veloped from 6,924 questionnaires, 
gives the percentage of married and 
|single women, how many have chil- 
| dren, how many run businesses, how 
Many maintain homes, etc. 


bet ss| 

¢ loon " 

j — 
TELE GR, 


— 


| 

| No. 607. $50,083,486 in Golden Grain. 

| An unusual broadside detailing the 
amount of money which will enter 

|the pockets of Oklahoma farmers 

|with the harvesting of the wheat 
crop. Published by Oklahoma Far- 

| mer-Stockman., 


| 


No. 608. An Advertiser’s Best Friend 

| | Is a Mother. 

| “And a mother’s best friend is 
| Parents’ Magazine,” according to this 

'folder, which emphasizes the pecu- 

liar place in the market occupied by 

mothers. 


4 
—Esquire. 


"There! That oughta do it—" |No. 574. 


A, A. A. Benefit Payments 
to Farmers. 


Important charts developed by 
Wallaces’ Farmer and Iowa Home- 
stead, showing the distribution of 
A. A. A. benefit payments to farmers 
by states and sections, the average 
per farm, etc. 


“Good Old Pabst’’ and 
“Good Old Hoosier” 


To the Editor: For a good long 
number of years the Hoosier Beer 
distributors have used the slogan, 
“Good Old Hoosier Beer.”” They have 
used it consistently and persistently. 

When I hear Ben Bernie say 
“Good Old Pabst Blue Ribbon” I am 
wondering whether he knows of the 
advertising of long standing of 
Hoosier on “Good Old Hoosier Beer.” 

They say that imitation is the most 
sincere form of flattery, so “Good 
Old Hoosier Beer” can have its in- 
ning. PAUL J. MANDABACH, 

Root-Mandabach Advertising 
Agency, Chicago. 
v v v 


A Skeptic Unleashes 


Some Pointed Questions 

ms apa ,| No. 601. Liberty. 

To the Editor: In the May 26} : : 
issue of ADVERTISING AGE I note that | An interesting folder developed by 
in your editorial ‘“Advertising’s Pub- | Liberty Magazine which aortas 4 
lic Relations” you state that “obvi- | copy of the publication together with 
ously, attacks on advertising popes. | St materion and charts CaneretnS 
sent a small minority of public opin- Liberty's gains in advertising 
ion.” From the same _ editorial, "7 Edie 
learn “that a small volume of ad-| No. 602 
vertising is sufficiently objectionable | 4 3 
to arouse criticism.” But in the June} 


No. 536. Up-to-date Facts About the 
Ladies’ Home Journal. 


| A tabulation, in booklet form, of 
Salient features about the Ladies’ 
Home Journal. Includes a discussion 
of circulation, editorial content, helps 
to advertisers, etc. 


No. 580. Statistical Survey of the 
Fourth Market and Coverage Maps. 
Complete’ statistics on trading 
areas, population, radio homes, auto- 
mobile registration, and number of 
listeners in the Detroit area. Also 
includes complete maps showing day- 
time and nighttime coverage of WJR, 
by whom the folder is issued. This 
station also has available companion 
{folders analyzing mail return, etc. 


Looking Forward with Air 
Conditioning. 


2 issue Mr. Edgar Kobak is more, 4 Compilation, in booklet form, of 
definite. He mentions “the five per the first seven articles of a series on 
cent of advertising which is either | this important subject which have 
untruthful or in bad taste.” appeared in System and Business 

Can you tell me the process py | Management. The series deals spe- 


cifically with the practical use and 
the value of air conditioning in busi- 
ness. 


Which ADVERTISING AGE or Mr. Kobak 
arrive at blanket statements as to)! 
the state of public opinion or the 
amount of good and bad advertising? 
Is it a surrender to the wishful 
thinking which seems to be charac- 
teristic of the Big Names of Adver- 
tisia? Or do “independent surveys” | 
support these contentions? 

If ADVERTISING AGE Cannot help me, 
I have every confidence in Mr. Ko- 
bak’s powers of intellectual penetra- 
tion, as evidenced by his subtle anal- | 


No. 604. A New and More Effective 

Approach to a Proven Market. 

A booklet published by Street and 
Smith Publications announcing the 
introduction of a new four-color serv- 
ice for advertisers in the Street and 
Smith Group. A unique feature of 
the plan is that plates for four-color 
pages in the publications will be fur- 


aa : x nished by the publisher without 
sis of education versus propaganda, | hes 

and his brilliant suggestion that | ° sia 

critics of advertising play the game) No. 573. Time—Today—Tomorrow. 


fairly by using paid space. Messrs. 
Schlink, Kallet, and Rorty would un- 
doubtedly be welcomed to the back 
pages of the “SEP.” 


| An unusually effective brochure 
|illustrating the results of scores of 
'reader tests on Time. The unique 
maps not only point the necessary 


ro Pegi’ a ee gird of five | morals, but also lend decorativeness 
per cent. a imited to patent ito the volume. 
medicines and beautifications? Does | 


it include one or two antiseptics?| No. 462. 


Speaking of Camels reminds me that | 


Route List of Retail and 
Wholesale Grocers. 


I smoke too much, ergo I should} A complete list of groceries in 
smoke Camels. | Louisville, arranged geographically. 
PAUL PARKER, | Also a route list of drug stores. 


Advertising Manager, Free Sewing | Published by The Courier-Journal 
Machine Company, Rockford, II]. |}and Louisville Times. 
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There are many “surveys” but— 


This is something more than a “survey.” It is a true picture 
of a $5,500,000,000 market. This Consumer Census was con- 
ducted by R. L. Polk & Company independently, impartially, 
thoroughly, by interviewing one family in twenty throughout 
the city—a perfect cross-section. When it was undertaken, the 
Census had no sponsor other than the Polk Company. No pur- 
chaser, or even probable purchaser, of the results was in view. 
The New York Times acquired these valuable facts only after 
the investigation was complete and tabulated. Executives who 
want to study New York sales problems in new light will find 
the Polk Census an important aid. A letter or telephone call 
to The Times Advertising Department will place pertinent 


facts before you. 


Che New York Cimes 


NET PAID SALE FOR 6 MONTHS ENDED MARCH 
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Exact Knowledge about 


Selling New York 


which no man has ever before possessed 


What New York likes, owns, buys and reads— 


a million new facts about the nation’s largest 


market—-are now available for the first time in 


the R. L. Polk Consumer Census of New York. 


This information, boiled down for easy analysis, 


is offered by The New York Times to executives 


who want more profits from New York. 


THESE IMPORTANT QUESTIONS 


AND THOUSANDS MORE 
ANSWERED! 


co 


Where is 60% of New York's 
spending power concentrated ? 


What group of New York 
families own 75° of the auto- 
mobiles, 85°% of the checking 
accounts, 8066 of the mechanical 
refrigerators; two-thirds of the 
telephones, savings accounts and 
vacuum cleaners? How can they 
best be reached by advertising ? 


What are the preferred brands 
in New York of: coffee, bread, 
breakfast foods, soaps, canned 
goods, tooth - pastes, shaving 
creams, cigarettes? How large 
is the remaining market for such 
preferences? 


What are New York’s actual 
price-paying habits . . . dresses, 
millinery, coats, shoes, men’s 
hats and other clothing items? 


What is the automobile re- 
placement market in New York? 
How old are New York’s cars; 
what did they cost; were they 
bought new or used? What are 
the favored tires, gasolines, oils 
... and how large a market still 
has no preferences? 


What refrigerators, radios, 
vacuum cleaners lead in New 
York today? What is the prob- 
able existing replacement mar- 
ket? 


Checked against this new and 
accurate information, are’ your 
present sales plans as efficient 
and economical as they might be? 


NEW PROOF OF THE 
SELLING POWER OF THE TIMES 
ADVERTISING COLUMNS 


a 


Note: All information about 
New York newspapers in the 
Polk Census is on the basis 
of Home-Effectiveness—that 
is, only circulation regularly 
received in New York City 
homes, as reported by the 
women buying - heads of 
families. 


Homes of New York’s best buy- 
ing families are reached at a cost 
per home 15° below any other 
newspaper .. . 8006 below the 
average for all. On Sundays, 
the economy is equally great. 


More families with checking 
accounts — 61° more — are 
reached in their homes by The 
Times than by any other news- 
paper. 


To reach purchasers of cloth- 
ing above the lowest price 
range, The ‘Times is by far New 
York’s most economical adver- 
tising medium. 


The Times goes into 53% 
more homes of families carrying 
over $10,000 insurance than any 
other newspaper. 


The Times reaches more New 
York automobile buyers per ad- 
vertising dollar than can be 
reached by any other newspaper. 


The sales-building power of 
The New York Times—so 
many times demonstrated—is 
now precisely defined, and 
measured for your use. 


1934, AVERAGED 475,682 WEEKDAYS, 743,092 SUNDAYS 
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ADVERTISING AGE 


June 23, 1934 


Huge Sampling 
Scheme Proves 
Too Successful 


Kansas City, Mo., June 21.—A huge} 


sampling scheme, or “publicity 
stunt,” as it was designated, was 
withdrawn here 24 hours after it was 
announced in the Kansas City Star 
and Times by the Publicity Advertis- 
ing Service. Exhaustion of supplies 
of the “free’’ merchandise was given 
as the reason. 

The original advertisement in the 
local papers carried 20 coupons, each 
exchangeable for merchandise or 
service with a reputed total value of 
$17.75. The only charge was 50 
cents for “validating” the coupons at 
any one of 20 offices established by 
the Publicity Advertising Service, 
which has its headquarters at 1207 
Grand Ave. 


Swamped with “Orders” 


A laundry which offered 16 pounds 
of wet wash service, value 49 cents, 
reported 2,000 bundles in the plant 
the day following the announcement 
of the offer. Wurlitzer Company re- 
ceived 1,000 requests for its four- 
lesson music courses for beginners, 
while the Walgreen Company dis- 


tributed over 10,000 tubes of shaving 
cream and tooth paste under the 
| plan. 

Brassieres, hose, syrup, enamel, 
washing powder and lamp globes 
were other items offered. 

| The retail code authority responded 
| to queries with the announcement 
that the retail code was not violated 
by the plan. 


| 
| “Georgian-American” 
Promotes Bass, Others 
Olin Neal Bass has been advanced 
from auditor to business manager of 
the Atlanta Georgian-American. 
Other promotions place W. S. Kirk- 
patrick in charge of the editorial 
department, Melvin F. Schwarz in 
charge of the local advertising de- 
partment, and Charles C. Coleman 
in charge of the circulation depart- 
ment. Mr. Coleman is also secre- 
tary of the company. 


Livingston Names O’Boyle 


Frank O’Boyle, in charge of adver- 
tising in the Chicago Motor Coaches, 
has been appointed western repre- 
sentative of J. H. Livingston, Jr., ad- 
vertising concessionaire of the Fifth 
Avenue Coach Company, New York. 


Insurance Paper Starts 


Life Insurance Digest has been 
launched by Medical Economics, Inc., 


PRIVATE BRANDS 


BEATING RETREAT 
IN’ RETAIL FIELD 


‘National Brand Promotion 
«Urged on W.R.D.6.A. 


| 

| New York, June 21.—-The country’s 
leading department store merchan- 
dise managers reported to the sum- 
mer conference of the sales promo- 
tion division of the N. R. D. G. A,, 
at its final session here yesterday in 
conjunction with the A. F. A. con- 
vention, that private brands are 
steadily retreating before national 
brands and that present circum- 
stances make it especially advan- 
tageous to concentrate promotion on 
nationally-advertised goods. 

The authorities who agreed on 
these fundamental facts, while re- 
serving certain exceptions, were Her- 
bert O. Bergdahl, Associated Mer- 
chandising Corporation; G. R. 
Schaeffer, Marshall Field & Co., Chi- 
/cago, and Morey Sostrin, Frederick 


Rutherford, N. J. 
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The Iowa Road Is Open 


For the first three months of 1934 compared with 
the same period of 1933, new car sales for the entire 
country increased 44",. 


For the State of Iowa the increase was 134°;. 


Eighty percent of the new car purchasers in lowa read 
THE DES MOINES SUNDAY REGISTER. 


Fifty-one percent of the lowa new car purchasers read 
no other Sunday newspaper—published anywhere—than 
THE DES MOINES SUNDAY REGISTER. 


We have the figures, the names, addresses, make 
of car and newspaper read in our files, and can 
prove the above statement. 


No matter what you have to sell in lowa—automo- 


biles or whiskbrooms 


you can reach most of your 


prospects exclusively through the columns of THE 
DES MOINES REGISTER AND TRIBUNE. 


DETROIT AND NEW YORK LEADERS MEET ON BOAT 


a 


Mae Shortle, president, Advertising Women of New York, Madelaine 

Connolly and Carl J. Shaefer, Evans Publishing Corporation, New 

York, and May Vander Pyl, president, Women's Advertising Club of 

Detroit, found much to talk about on the boat trip at the A. F. A. 
convention. 


Loeser & Co., Brooklyn. Their con- 
clusions were supported by John 
Wingate, associate professor of mar- 
keting, New York University, who 
reported on retail promotion trends. 

In general the merchandise man- 
agers were ready to admit it was 
more profitable to promote nationally 
advertised goods than their own 
brands and confessed that often in 
the past they had worked against 
their own interests in featuring store 
brands. False pride and the buga- 
boos created by their own imagina- 
tions dwelling on the danger of mer- 
chandising policy changes on the part 
of the manufacturers of national 
brands had been instrumental in 
leading them astray, most of the 
store executives confessed. 

The greatest single disadvantage 
of the private brand, all said. was 
the inability of the retailer, however 
large, to match the promotion and 
trade mark good will of the national 
manufacturer. Another reason fre- 
quently mentioned as the explanation 
for unsatisfactory profits on private 
brands was loss on manufacturing 
operations and _ inaccurately con- 
trolled stocks, which might fall far 
below or rise far above demand. 

Mr. Schaeffer was outspoken in his 
praise of nationally advertised mer- 
chandise and pointed out that many 
of his organization’s 540 “private 
brands” were in reality national 


| brands, in which group were in- 


cluded the most successful. The Mar- 
shall Field brands are owned chiefly 
by manufacturing units, and are dis- 
tributed and advertised nationally. 
“Few private brands can be called 
really successful,” declared Mr. 
Schaeffer. “Our experience has been 
that national brands pay a _ better 
profit on advertising than private 


brands, and more national brands are 
incorporated in our regular lines 
than ever before. When we made the 
last count two years ago we found 
over 1,000 national brands were 
being carried in our Chicago store 
and that number was larger than at 
any time in the past.” 


Key to Brand Promotion 


In company with the other mer- 
chandise managers, Mr. Schaeffer 
had been asked to report on the suc- 
cess of an outstanding private brand, 
in this instance, Marfield. He ex- 
plained that Marfield was more prop- 
erly the name of a promotion event 
than a trademark, being applied to a 
selection of apparel lines chosen the 
first of each month on the basis of 
style and value and extensively ad- 
vertised. 

Mr. Bergdahl also spoke frankly in 
cautioning the retailers against pri- 
vate brand promotion, saying, that to 
begin with, ventures in this type of 
selling should be confined to certain 
groups of products, such as articles 
which have little direct competition 
from nationally advertised brands, 
products the quality of which is read- 
ily apparent and merchandise for 
which the retailer can quickly estab- 
lish standards of value. 

Mr. Sostrin had the most to say in 
support of the private brand in his 
recital of the success story of Nar- 
cisse, a women’s hosiery brand. En- 
thusiasm was lacking from his audi- 
ence, however, as it was evident from 
his remarks that the success had 
been achieved by setting up a com- 
plete manufacturing and merchandis- 
ing unit for this one product within 
the retail organization, an arrange- 
ment which few retailers could afford 
to make. 


re 


mighty valuable acquisition. 


The Retail Slant 
for Some Agency 


A seasoned advertising man in the middle 30’s, more than 
a decade in retailing, who has 
eral important and successful organizations, is now at liberty. 
To some ageney, which would apply sound retail knowl- 
edge to new day problems of distribution, he can prove a 


Box XYZ, Advertising Age, New York City. 


been publicity director of sev- 
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June 23, 1934 ADVERTISING AGE 


"Has most influential books and the truest in their influence are works of fiction. They re-arrange, they 
repeat, they clarify the lessons of life,” said Robert Louis Stevenson 
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GREAT 
FICTION is not 


only being wriften 


Today but is being read 


From an illustration in Cosmopolitan for November, 1933 


by millions instead 


A more effective advertisement for the sale of locks, watch dogs, telephone 
of thous ands service, radios and motor cars could scarcely be written than Mr. Rupert 
Hughes’ story “Kidnapt,” which appeared in a recent issue of Cosmopolitan. 
> For few recent stories have so generally roused the protective emotions of 
so many million readers as this terribly appealing example of today’s GREAT 
FICTION. It is another very timely and very dramatic instance of the fact that 


the most stimulating background for GREAT ADVERTISING is GREAT FICTION. 


COSMOPOLITAN 
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ADVERTISING AGE 


June 23, 1934 


Milwaukee Club 


Selects T. C. Cheney 


T. Clayton Cheney, advertising 
manager, Milcor Steel Company, has 
been elected president of the Milwau- 
kee Advertising Club, succeeding 
Fred Eriksen, advertising manager, 
Milwaukee Electric Railway & Light 
Company. 

Arnold Naulin, Everbrite Sign 
Company, is the new vice-president; 


Marvin A. Lemkuhl, First Wisconsin | 


National Bank, treasurer, and Elias 
Roos, Jack’s Letter Service, Inc., sec 
retary. 

Members of the board of governors 


are Harry Hoffman, Hoffman & York; | 
Frank Smith, E. A. Bouer Company; | 


Walter Haise, Robt. A. Johnston 


Company; August Fick, assistant | 
superintendent of mails, Milwaukee 


Post Office, and William Rogahn, 
PohIman-Rogahn Company. 


Obermeyer Is 
Named Head of H. E. Olcutt ——_—___—- 
Utility Green| Scsassca ces Conpens, Nor |  70e % Vioorventsone 
pn am Henry Ober: 


Consolidated Gas Company,.| Gas Light & ( 
was elected president ot 


— 


Ao BUUK 


VISITORS FROM 
STATES ON | 


= 


keepsie, N. Y.; third vice-president, decided upon by the committee was 
Kenneth Magers, Union Gas & Elec-| published in the May 5 issue of Av- 


tric Company, Cincinnati; secretary, |) VERTISING AGE. 


York. 
Directors e 
terms were: 


EF. W. Crone, 


Utilities Advertising As- pany, and H. C. Cannon, Brooklyn ceeding Edward C. 
sociation at the conclusion of its one-| Union Gas C 
|day meeting in conjunction with the | 
. here yesterday. Other new| year, as in past years, was the pres- | 
the awards to winners 

First vice-president, J. R. Pershall,|in the annual “better copy” contest 
Public Service 
Chicago; second vice-presi-| Gibbs of Bo 
dent, Donald Parry, Central Hudson | association’s 
Electric Corporation, Pough- | 


A feature 
entation of 


Company of Northern | sponsored by 


FAIR VIGITORS 
REACH TOTAL pe 


Attendance Tec 


ee ying a are 


OF 1,000,0007- 


ov 
ords of Ameri2* 


, Jr., Philadelphia Gas oe 


E. W. Wyman, Oshkosh, Wis., has 


purchased a controlling interest in} 


lected to serve two-year the Oshkosh Overall Company, and 
B. J. Mullaney, People’s | pecomes vice-president and treasurer. 
‘oke Company, Chicago; | Leo Mann, Milwaukee, has been ap- 
Consolidated Gas Com-| pointed secretary of the firm, suc- 
Crawford and 
other former officers retain their 


ompany. 
posts. 


of the convention this | 


Two to Weston-Barnett 

Advertising of Bishop Cafeterias, a 
chain in Iowa and Illinois, and Mod- 
: ern Maid Dishwashing Company, 
better copy committee.| Cedar Rapids, has been placed with 


the association by L. D. 
ston, chairman of the 


A complete list of the 31 awards | Weston-Barnett, Inc. 
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Outdoor Advertising is the only local medium that reaches the entire resident population and the millions of 
World's Fair visitors—at the single cost of Chicago coverage. The plus national circulation comprises mister 


and missus First Citizen of almost every other local market in the nation. Write for details on how to capture 


this premium market. 


CHICAGO, ILL. 


BRANCHES IN 39 CITIES 


STUDEBAKER IN 


HUGE CAMPAIGN 
ON NEW MODELS 


Plymouth Also Announces 
Its Special Six 


South Bend, Ind., June 21.—Stude- 
baker’s mid-summer introduction of 
“Year Ahead” models will be backed 
by one of the most aggressive and 
comprehensive promotional cam- 
paigns in the corporation’s history. 

The new models, sensational in 
themselves in that they bring the 
safety of power brakes and tear-drop 
design to the low price field, make 
their formal debut June 26. Show- 
ings in dealers’ showrooms in all 
parts of the country will take place 
on that day and in other showrooms 
on subsequent dates as dealers are 
supplied with the new models. 

The “first showings” will have been 
heralded in advance by newspaper 
advertisements. In fact, all dealers’ 
newspaper advertisements projected 
by Studebaker in the middle of June 
carried the line “new models com- 
ing.” 

Ten leading national magazines 
will be used to acquaint the public 
with the new cars. They are Ameri- 
can, Collier's, Country Gentleman, 
Fortune, Liberty, Literary Digest, 
The New Yorker, Saturday Evening 
Post, Time, and Vanity Fair. There 
will also be an extensive use of auto- 
motive trade papers. 

On June 26 Studebaker will be on 
the air with a full hour coast-to-coast 
broadcast from Columbia. The talent 
of this program includes Morton 
Downey, Irvin Cobb, Jane Froman, 
Fray and Braggiotti, Joey Nash, 
David Ross and Richard Himber’s 
orchestra. On June 28 there will be 
a half-hour program broadcast from 
WLW. Richard Himber, Joey Nash 
and David Ross will star on this pro- 
gram. 

In addition to national magazines 
and radio promotion, Studebaker will 
put a newspaper campaign behind 
the new cars. This campaign will 
include 600 newspapers in all parts 
of America. Four sizes of advertise- 
ments, the largest being 1,250 lines, 
have been prepared. 

Dealers will also be supplied with 
special window trims and _ effective 
direct mail material. 


Extensive Drive 
on New Plymouth 


Detroit, Mich., June 21.—Through 
a national newspaper campaign 
launched this week to introduce a 
new model, Plymouth Motor Corpora- 
tion joined in the efforts of the motor 
car industry to stave off or lighten 
the impending slump which, accord- 
ing to authorities, would seriously 
retard the recovery program. 

The new model, designated as the 
“Plymouth Special Six” brings to 
the motoring public a car “designed 
for motorists who want luxury fea- 
tures at the lowest possible cost, plus 
the latest in engineering and mechan- 
ical advantages.” 

The newspaper campaign will be 
conducted sectionally as dealers are 
stocked. In a typical advertisement, 
employing 1,700 lines, Plymouth 
urges, “Don’t buy blindfolded. Don't 
let habit rule your judgment.” 

Body styles include a_ four-door 
sedan; two-door sedan; a town-sedan, 
with built-in trunk; rumble seat 
coupe and a business coupe. Prices 
of the new model start at $560. 


C. F. Edwards Appointed 

Chester F. Edwards, formerly with 
the New England advertising depart- 
ment of Sears-Roebuck & Co., and a 
past president of the Worcester, 
Mass., Advertising Club, has been 
named advertising manager of Mar- 
velette. Inc., Worcester corset maker. 


. . 
Riggs in New Post 
Harold S. Riggs, formerly with 
Globe-Wernicke Company, has been 
appointed advertising manager of 
Liebel-Flarsheim Company, Cincin- 
nati. 
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Ir was hot. And humid. Sometime each day it 
rained. The month was June, and the year 1919. 
New York was a mad city, with too many people 
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lished in the first issue. Cancellations for the other 
twenty-one came in before noon. 

That’s about all that happened. 

* * * 

Tue Iviustratep Datwy News was unlike 
anything ever before published. It wasn’t a news- 
paper, by any charitable consideration. It most 
certainly was not a magazine. Advertisers gasped 
and asked, ‘*What is it?”” Nobody could quite say, 
not even the people who worked on it. 

It was not very well printed, with an undeniably 
melancholic effect. The pictures had an old tintype 
aspect and were garnished by archaic curlicues. 
The typography was strangely subdued, reminis- 
cent of the boiler plate interior of a country 
newspaper. And the makeup was casual, like a 
natural cataclysm. It was all very discouraging. 

Curiosity circulation in the first few days ran 
above 150,000 copies. By August the net paid 
touched eleven thousand some days. Some of the 
pioneers went home. The people in the know 
estimated that it would all be over by the first frost. 

* * * 

A Firtu AVENUE store on one of those early days 
bought a quarter page and advertised a sale of 
women’s black silk hose at $1.00. The wives of six 
of our men made purchases. The advertiser reported 
a total of seven sales! We 


SEBEGRGBEBssasasaasaaz 


shops came in. Hearn’s was our first big store, in 
1921—with circulation nearing a half million! 
* * * 

Ear y in 1921, a five-story building at 23-25 
Park Place was leased for twenty-one years, rebuilt 
into a newspaper plant, hopelessly outgrown in five 
years. The Brooklyn plant opened in 1926 spread 
the production. The thirty-six story News Building 
on East Forty-second Street was planned in 1928, 
built in 1929, occupied in 1930. 

Independent distribution, begun in 1922, accel- 
erated growth. The Daily News passed the million 
mark in February, 1926. The Sunday News started 
in May, 1921, passed its first million in February, 
1925, its second million in October, 1933. Linage 
went up every year. Big advertisers, one after 
another, became News investors. 

In common with most newspapers, The News 
grew until 1929. Uncommonly, it continued grow- 
ing in 1930 and 1931. February, 1932, brought the 
first linage loss, April, 1933, brought gains again. 
The first five months of 1934 have run 185,000 lines 
ahead of 1931! 

* * * 

Er must be recalled that The News came at a 
stale period in newspaper enterprise, the anti- 
climax after the war. It gave the reader greater 

convenience in the small page, more 


never did learn the identity of 


legibility in the eight-point text, 


in it. The A. E. F. was coming home and uniforms — our Unknown Reader! 
were common in the street. Bands blared and * * * 


parades passed at any time of day every day. Officer Tue paper changed from 


Itlustrated Daily News. 


—— so —_ 
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GERMANS BLOCK SIGNING OF TREATY 


greater interest in selected stories, 
brevity in coverage, more attraction 
in pictures, It first established the 


wyY 


casuals, sweating under trench coats and kit bags, 
went cursing from hotel to hotel in search of rooms. 

Prohibition, that Noble Experiment, was to be 
inaugurated at the end of the month. Protest 
meetings with many bands were held nightly in the 
old Madison Square Garden. Breweries gave away 
the last of their beer. Doormen on the wide granite 
steps of the old Belmont tenderly cleared away the 
mourners succumbed to the last celebratory glass. 

Everybody had too much business, too little 
goods. Orders were sent out to a dozen firms. The 
one with stock on hand filled the order, the others 
received cancellations. Meanwhile business basked 
in the prosperity of fictitious unfilled orders. And 
prices rose sporadically. 

The War To End War was over. The New Day 
was at hand. Give a Job, screamed the posters and 
exhorted the Committees. Demobilized soldiers 
wandered around dazedly for a few days to see the 
Big City, and then went home to civil life and reality. 

* * * 

Down tn half a floor in the old Mail Building in 
City Hall Place a few frantic Chicagoans and a 
handful of newspaper men just out of uniform were 
dazedly trying to get together a new publication. It 
was a harried accouchement. Nobody seemed to have 
exact specifications. It wasn’t exactly going to be a 


newspaper, but more of a daily magazine. Pictures. 
Society. Sports. Theatres and amusements. Fiction 
and features. The minimum unit of advertising was 
to be a quarter page. 

In advertising offices around town, ex-middle 
Westerners bragged to representatives of New York 
papers—‘‘Well, you birds are going to see some real 
competition at last. The Chicago Tribune is going 
¥ to get out a real newspaper for New York .. .”’ Such 
were the times that twenty-four pages of national 
advertising were secured in advance of publication! 

* * * 

Tue Illustrated Daily News published its first 
issue on Thursday, June twenty-sixth. 

It was hot. And humid. It rained now and then. 

Three pages of national advertising were pub- 


day to day. The “Illustrated” 
was dropped. The editorial 
staff began to work together. 
In September the Limericks 
came—$100 a day for the best 
last line. Circulation spurted 
and moved up. January 1920 
averaged 141,238 copies. 


We have been criticized 
for our Contests by unknowing 
outsiders. The Contest is an 
artificial attraction intended 
to attract the non-reader and 


hold him long enough to form 


Newport ‘to Entertain Prince of Wales in August 


photograph as a news vehicle, the 
camera as a reporter. And it offered 
entertainmentwith Chicago Tribune 
features, circulation bedrock any- 
where. Last but not least, it made 
women morning paper readers, 
made New York a morning news- 
paper market! 
* * * 

Bune 26 was the fifteenth anni- 
versary of The News. Sixteen English 
language newspapers were published 
in New York City in 1919. But four 
have survived death, merger, or 


a reading habit. Contests in- 
troduced The News to millions; 
and some of them became permanent readers. 

The long sustained growth of News circulation 
may pretty much be accounted for by two factors: 
1)—The newspaper is a habit. The News has the 
shortest habit-forming term of any newspaper. The 
reader becomes familiar with it faster. 2)— The 
News is a balanced newspaper, containing all the 
proper ingredients. It holds and satisfies, 

* * * 

PusuisHED on a comparative shoestring, printed 
on rented Mail presses, delivered by a distributing 
company, The News began to pay for itself in 
sixteen months—a record. 

Classified did it. Until John Wanamaker slashed 
his prices in October and pricked the bubble, the 
year 1920 was a continuation of the year 1919. 
Somebody found out that Help Wanted copy in this 
new tabloid brought workers in great numbers, 
particularly women workers. Thence came the tag, 
“stenographers’ bible,” appended to The News for 
some years. The News page had been changed from 
four columns to five. Some days classified exceeded 
four pages. Much of it melted away in the 1921 
depression, kept melting as the rates rose; was 
discontinued in 1924. 

In 1920, most national advertisers 
were not interested. But little local 


* First Issue, June 26, 1919 


changed ownership. Only eleven are 
published today. 

In fifteen years The News has become the 
strongest newspaper in this country. It has not only 
the largest circulation in the United States, but the 
largest circulation of any newspaper published in a 
single city in the world. 

The News has never won any Pulitzer prizes, 
any typographic awards or honorary degrees. But it 
has won and held the largest audience in this 
country, in the most competitive newspaper field. 
If the people of New York can be said to have a 
common interest, The News is it. 

To the advertiser it offered a new opportunity 
of immediate, inexpensive and effective access to 
the first market of the world. There is no longer any 
question as to its status as a medium, as to the 
audience it reaches or whether it will work. Time, 
experience and success have answered all the 
questions. In advertising volume it is with the first 
half-dozen papers in the country—first in retail, 
and first in revenue! With its 1928 rates and enor- 
mous premiums in circulation added since, it is the 
greatest opportunity in advertising today! 

And it might be well to remember that fifteen 
years is merely a start for a newspaper! 
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FOUR FANS FOR 
EVERY HOME IS 


G-E OBJECTIVE 


| of electric fans, the company has de- 


Applies Fresh Viewpoint to 
Appliance Field 


Bridgeport, Conn., June 21.—Util- 
izing extensive newspaper, magazine 
and business paper space and a wide 
variety of dealer helps, point-of-sale 
material, door-openers, direct mail 
literature and salesmen’s kits, the 
General Electric Company has 
launched a series of selling cam- 
paigns on its diversified appliance 
line which features a number of 
unique selling strategems. 

Several of the leading G. E. items. 
including fans, clocks, auto radios, 
home laundry equipment and clean- 
ers have been redesigned and new 
promotion plans devised for their 
sale. The distributor, distributor’s 
salesman, dealer, dealer’s salesman 
and the consumer are all provided 


: 


| ager, 


|for in the necessarily complex but 
| carefully planned and intelligent at- 


tack on retai! markets. 
As outlined to ADVERTISING AGF by 
W. Mclver, sales promotion man- 
and W. L. Dodd, of the sales 
promotion department, the current 
campaigns are designed to develop 
new business in channels where 
known need of the product exists. 

In several instances, as in the case 


veloped two separate promotion plans 
to reach different types of consumers. 
A heavy barrage of advertising and 
promotional effort has been directed 
at the home, believed to be the great- 
est unsold market in America. Every 
home needs four fans, G-E is say- 
ing to consumers and dealers, point- 
ing to the fact that only one home 
in three now has any. 


Public 


It is interesting to note that the 
rapid development of air-condition- 
ing has helped, rather than hurt, fan 
sales. The current G-E campaign has 
so stimulated demand that the com- 


“Comfort Conscious” 


pany’s fan production has_ been 
stepped up materially. 
Advertising describes as_ the 


“greatest electric fan news in half a 
century” the announcement of G-E’s 
new fan-blade construction, designed 
to “slice” the air rather than “slap” 
it. “This fan says ‘SLEEP... I’ll be 


quiet.’” ...“A fan that’s seen... 
but not heard!” “The breeze 
seems to come out of nowhere.” .. . 
These are some of the compelling 
captions used in national newspaper 
releases. 

The other branch of the fan mar- 
ket, business establishments, is being 
reached through a “Walking Dis- 
tance Fan Sales” campaign, in which 
the dealer is urged to contact every 
business house within walking dis 
tance of his own store. The “walk- 
ing distance” campaign suggests six 
steps to be followed in contacting 
commercial prospects: “Picture effect 


of bad air on customers.” - “Call 
manager’s attention to effect on 
clerks.” ... “Contrast conditions with 


fan installation.” ... “Prove that the 
fans will pay for themselves.” . 
“Point out features of G-E model.’ 
... “Offer free survey of prospect’s 
store.” 

Promotional helps furnished to 
dealers include two action window 
displays, folders, window streamers, 
“Quiet-Fan” cards, news releases, and 
mats for local dealer advertisements. 
One “action” window display with 
real curtains fluttering at the win- 
dows of a home is especially effective, 
having the model house set against 
the familiar background of the Jack 
Frost cut-out figure, long associated 
with G-E fans. The tiny curtains are 


, 


ejaturday _.. the 


biggest food buying day for 
8 out of 10 Portland women 


* 


The Saturday Oregonian Food 
Pages reach the housewife just 
when she is making up her shop- 
ping list for week-end 
purchases 


* 


cA COMPLETE survey 


made by the Portland Women’s Re- 
search Club leaves no doubt why the 
trend in food lineage is toward The 
Oregonian. Eighty per cent of Portland 
women make up their shopping list for 
the week end on Saturday MORNING 
—-just when Oregonian food pages are 
. . alive with 
interesting food news and with adver- 
tisements featuring the last and best 
food bargains of the week. 


spread before them 


pect. The 


PORTLAND, OREGON 


Oregonian 
MORNING newspaper in the fertile 
Portland market. 


yc Ore ont 


Mr. Food Advertiser! Saturday 
MORNING is the time to have your 
advertising before your buying pros- 


is the only 


J. T. CROSSLEY, Advertising Director 


National Representatives, VER REE 


& CONKLIN, 


et re 


New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Frarcisco, New York, Chicago, Detroit, Los Angeles 


A M E R 


it A’ Ss G R E A T 


NEWS PAPER S§S 


CAUGHT OFF GUARD 


C. M. Chester, president, General 
Foods Corporation, and Gilbert T. 
Hodges, A. F. A. chairman, as 
seen by the candid camera at the 
Monday luncheon. 


so arranged that the slightest cur. 
rent of air will cause them to move, 
so that use of an operating fan in 
the display is not essential. 


Capitalize Hot Weather 


Spot newspaper advertisements are 
placed with distributors for release 
at the inception of heat waves, so 
that they will appear at the most 
opportune time. A novel feature of 
the fan promotion is the use of post 
ecards on which the distributor fills 
in the names of dealers. The distrib- 
utor’s salesman, after contacting 
each dealer, checks on the card what 
the dealer will do to promote fan 
sales, how many fans he will prob- 
ably sell, ete., then drops it in the 
mail. This not only provides infor- 
mation quickly, but gives the distri- 
butor a definite check on his sales- 
men’s work. 

A “Buy 1—Get 1” campaign fea- 
tures the G-E drive on electric clean- 
ers where they are handled as a spe- 
cialty, with salesmen competing for 


membership in the “VAC” Club 
(Very Aggressive Canvasser). Pro- 


motional material for this drive is 
designed to increase the effectiveness 
of the dealer’s salesmen. It includes 
portfolios, two instruction films, 
mimeographed sheets for chart talks 
and a demonstration kit. The “Buy 
1—Get 1” offer to the customer in- 
volves the exchange of a _ handy 
cleaner, used for cleaning overstuffed 
furniture, for the customer’s old 
cleaner and $1, if she buys a new 
specialty-type cleaner. Bonuses are 
offered to salesmen for combination 
sales. 

Where cleaners are handled 
store traffic item, the company is 
sponsoring a “Prosperity Sweep- 
stakes Race” among the salesmen of 
each house. “Show,” “place” and 
“win” tickets are furnished to sales- 
men, to be filled out and sent to 
Bridgeport to claim bonuses. A 
“show” award of 25 cents is paid for 
each cleaner sold, “place” of 50 cents 
if the house reaches quota, and 
“win,” 75 cents, if quota is passed by 
50 per cent. This puts a premium on 
achievement of quota by the house, 
and forces the salesmen to pull to- 
gether to that end. 

The spring campaign for General 
Electric home laundry equipment was 
built around the experiences of deal- 
ers in last fall’s campaign, and de- 
veloped from suggestions of those 
dealers. It was designated as the 
“Prove It” campaign and featured 
three basic steps, putting the full 
force of selling effort into getting 
leads, demonstrations and sales. 


as a 


Demonstrations in Home 


The ‘Prove It” idea is worked out 
by means of four suggested tests 
showing the efficiency of the G-E 
washer. Features of the sales-build- 
ing effort are the “Housewife’s Holi- 
day” offer (doing one week’s wash- 
ing and ironing free as a demonstra- 
tion) in the home and the “Free 
Press Plan” (pressing a_e suit of 
clothes free). The housewife is 
charged ten cents for pressing the 
suit, and the dime is later returned 
to her with a statement that ten 
cents’ worth of current will press 
ten suits on the G-E flatplate ironer. 

An unusual feature of the “Prove 
It’ promotion is the use of a double 


portfolio containing separate presen- 
tations to the dealer and the dealer’s 
salesman. Another is the “Economy 
Home Laundry Club,” free member- 
ship in which is offered to all pur- 
chasers. Benefits to members include 
provisions to the effect that if the 
family income-earner should die, or 
if the purchased equipment should 
be destroyed by fire within one year 
from date of purchase, the unpaid 
balance is cancelled, provided 50 per 
cent of the total purchase price has 
been paid. 

The “Prove It” campaign has been 
an outstanding success. “Did it get 
dealers? Well, the figure looks like 
telephone numbers,” G-E executives 
told ADVERTISING AGE. 

Having reduced the number of 
clocks in the line and simultaneously 
brought the price range down, Gen- 
eral Electric this year developed a 
clock merchandiser occupying but 29 
inches of counter space and effect- 
ively displaying six clocks, all fast 
sellers. The merchandisers were 
placed in traffic locations at Bloom- 
ingdale’s, Marshall Field’s and Loe- 
ser’s department stores in New York, 
Chicago and Brooklyn, and a “candid 
camera” operator stationed nearby. 
He made photos of everyone stopping 
to look at the clocks during one hour 
and these were later used in business 
paper advertising to prove the dis- 
play was a “stopper.” 


Creating Clock Outlets 


The trade paper campaign on 
clocks was designed to build up more 
clock outlets, stressing the fact that 
dealers could “get into the clock 
business” with a very small initial 
investment and less than three feet 
of counter space. A miniature cata- 
log showing other clocks in the G-E 
line was furnished as a means of 
enabling the dealer to “trade up” 
customers who wanted something 
different from the clocks in the dis- 
play. The merchandiser is built of 
jet black metal with chrome bands, 
and the entire unit sells for the 
wholesale price of the clocks alone. 

Pushing aside the old theory that 
radio cannot be sold in the summer 
months, G-E has developed a summer 
campaign for its short wave receiver 
which is built around the familiar 
figures “10-20-30,” formerly used to 
designate theatrical road shows hav- 
ing that scale of admission prices. 

The idea of the campaign is for 
every salesman to make ten direct 
calls and 20 telephone calls and send 
out 30 post cards. This makes a total 
of 60 prospects reached, and the plan 
greatly multiplies selling effort. The 
campaign was announced by a poster 
simulating the posters of the old road 
shows. “Canned” sales talks and 
telephone talks are provided, as well 
as printed post cards, and a “Short 
Wave Primer” is available for distri- 
bution to good prospects. The 
“primer” illustrates various. short 
wave sets and after purchase be 
comes a useful tuning instruction 
book as well as a means of identify- 
ing foreign stations and serving as 
a log. 


Selling Summer Radio 


Short wave reception is usually 
better in summer than in winter, and 
this fact is heavily stressed in the 
current campaign. Emphasis is placed 
upon the desirability of making dem- 
onstrations in the home. In addi- 
tion to its short wave set, G-E is 
promoting two auto radio models, 
one a standard type and the other 
a “streamlined” portable set, and an 
improved battery set. The battery 
unit is designed to appeal to farmers 
having no electricity whose financial 
condition has been improved by re- 
cent price increases. 

General Electric stimulated sales 
of its Hotpoint appliance line this 
year through an ensemble display 
unit. An attractive jute board dis- 
play table in four colors was fur- 
nished with a representative assort- 
ment of 11 appliances, sufficiently 
large to place a small dealer in the 
electrical appliance business. Eight 
appliances could be shown on the 
table, which had as background a 
figure of the Hotpoint Redman, thus 
tving in the national trademark with 
the point-of-sale display. The jute 
display table was five feet high, three 
feet wide and 20 inches deep, and 
tests indicated that it could hold the 
weight of a man without being dam- 
aged. 
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TALK BUSINESS IN 


Of course you have a white tie. You may 
wear tails like an ambassador, too. But you 
don’t flaunt a cummerbund at the office or 


sell your goods in fancy clothes ....... 


A BUSINESS SUIT 


It takes all kinds of publications to make a Standard 
Rate and Data. Some wear silk and some blue denim; 
some are dressed up, and others are in plain clothes. 


All of them have their advertising uses. If it’s break- 
fast food you're selling, look to Ladies’ Home Journal 
and Woman’s Home Companion, McCall’s and De- 
lineator and Good Housekeeping. If it’s in New York, 
the New Yorker is a natural. For lingerie and loveli- 
ness, Vogue and Harper’s Bazaar, of course; for mass 
market crashing, the Post, Collier’s, Liberty, The 
American Weekly, the newspapers, the N.B.C. and the 
C.B.S. 


But if it’s large and expensive ideas you're selling (like 
advertising in certain magazines) or major expendi- 
tures you’re asking for (like a fleet of Chevrolets, a 
Pierce-Arrow, or a fat policy) charm, wit, and fancy 
clothes won’t do you much good. You'd best put on a 
business suit, and we'd suggest the neat, dark gray 
one with the quiet check. 


Business Week wears a business suit. Its working 
clothes are plain, and purposely inconspicuous. But, 
though plain, they are rich in their quiet way (you 
know how much a good business suit can cost) and 
therefore acceptable in the luxurious corner offices. 


Yes, Business Week is useful rather than decorative. 
Its plain pages are not to look at, but to read. This 
editorial decorum is not a pose, it’s a necessity. We 
have so much to tell, and our publishing schedule is so 
fast, our readers’ time so valuable, that we don’t go in 
for pretty pictures or distracting display. And while 
Business Week, to the average man, is as dull as ticker 


BUSINESS 


tape to a Chinese missionary, our readers are not aver- 
age men or Chinese missionaries. 


Business Week’s format is deliberately designed for 
rapid editing and rapid reading. The Business Index 
page gives a summary of conditions at a glance, where 
we are, where we were, and why; all the salient facts 
and figures. The Business Outlook is the ideas behind 
the facts; the Washington Bulletin gives the last- 
minute lowdown, right from the governmental pad- 
dock. The first page features the first story. Then, for 
page after page, crisp, complete headlines and brief, 
smooth stories carry the reader swiftly through the 
significant developments of the week, with finally the 
foreign and financial summaries and the outspoken 
editorial. 


Physically, our aim is not to attract or amuse readers, 
but to serve them. Hence there are no trick heads, no 
run-arounds or jump-lines. The way from our minds 
to theirs is not obstructed with self-conscious writ- 
ing, or forced departmentalizing. Busy men can run 
their eyes over the pages, get the information they 
want quickly and without effort. 


Mentally, Business Week is mature to match its read- 
ers. Its job is to keep informed the men who know 
what it’s all about anyway, who can take what they need 
to know, even when it’s not what they want to hear. 


Advertising which talks business can share the busi- 
ness-like background of Business Week. Bankers, ad- 
vertising men, oil men, manufacturers, automobile 
makers, insurance men—all who have something te 
sell to business men, as such or as the important indi- 
viduals in their community—can reach in Business 
Week the active leaders of American Business. 
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Advertising’s Value 


s Demonstrated at 
Federation ‘‘Clinic”’ 


York, June 20,.— One of the 
most spectacular demonstrations of 
the soundness of advertising from 
the standpoint of the public and of 
values which it 
was given today in the advertising 
clinic which was a feature of the 
final general session of the A. F. A. 
convention. 

This clinic, presided over by John 
B. Kennedy, famous radio commen- 
tator, and participated in by many 
of the leaders of advertising, dis- 
tribution and economics, met every 
criticism which has been leveled at 
advertising, and through the experi- 
ence of advertisers representing 
practically every phase of distribu- 
tion, as well as the public, showed 
that advertising not only pays the 
advertiser, but also the community 
as a whole. 

The clinic was listened to not only 
by 500 who attended the A. F. A. 
luncheon, but by a nationwide radio 
audience, served by an NBC chain, 
WOR and WMCA in New York. As 
a result, it was felt that the clinic 
served a remarkably important pur- 
pose in the field of improved public 
relations for advertising. 


New 


the social 


Tell Specific Experiences 


Mr. Kennedy acted as chairman 
and interlocutor, putting questions to 
the members of the radio cast which 
enabled them to answer, from their 
specific experience, the suggestions 
that advertising is not serving the 
general public welfare, but only the 
selfish interests of advertisers. 

L. R. Boulware, general sales man- 
ager, Easy Washing Machine Com- 
pany, Syracuse, N. Y., emphasized in 
his talk both the improvement in 
the lot of the housewife brought 
about through the introduction of 
electric washers by means of adver- 
tising, and the increased employment 


made possible, 
pression, by 


even during the de- 
means of the enlarged 


| output likewise dependent on adver- 


promotes | 


tising. 

He showed how electric washers 
and other moder household appli- 
ances have banished blue Moticday 
and drudgery for the housewife, and 
described the quick shift in market- 
ing strategy made possible through 
the use of advertising by means of 
which sales under depression condi- 
tions were stimulated in the higher 
income brackets than those ordi- 


narily responsible for the bulk of 
washer sales. 
Instead of costs to the consumer 


being increased through advertising, 
Mr. Boulware pointed out that as a 
result of constant increase of output 
through consistent advertising, the 
cost of the machine is now only one- 
third of what it was when it was 
first marketed. 

Advertising bolsters public morale, 
asserted Mary Murphy, director of 
sales and publicity of the Ernst Kern 
Company, Detroit department store, 
who told her listeners that during 
the depression her company adopted 
a more aggressive sales and adver- 
tising policy which increased em- 
ployment and kept public interest at 
a high point. 

She indicated the essential honesty 
of advertising by showing that it is 
through the contributions of adver- 
tisers that better business bureaus 
are maintained for the purpose of 
eliminating dishonesty in advertis- 
ing and other business practices. The 
store that lies, she declared, drives 
customers away. Fine stores do not 
misrepresent, and the customer 
knows that. Faith is the most im- 
portant factor in the success of re- 
tail advertising. 

She declared that news in 
the advertising columns of the daily 


store 


You cannot reasonably expect 
to reach all you should of the 
Montreal Market District 
without using the NEW 


fa VDatri 


et CANADA'S 


DYNAMIC FRENCH NEWSPAPER f } 


AD) 


72.8°, of the population, 


utory channels. 


whose means are adequate. 


can best serve you. 


enson, Representative. 


La Patrie reaches an important section of the two million 
people in the Montreal Market District. 


If you do not talk to La Patrie’s readers you cannot ex- 
pect to sell them—for all but a small percentage read La 
Patrie, as is shown in a recent careful check of distrib- 


La Patrie Gives to Advertisers a Circulation of 


30,000 French Households on Week Days | 
G6 6,000 French Households on Saturdays [2 ‘stirs 


Advertisers who study the Montreal FRENCH market 
and consider the display opportunity and pulling power 
of the La Patrie 80-inch page-size, realize the need for 
reaching the readers of La Patrie—families whose standard 
of living is good—whose wants are considerable and 


Let us figure with you or your agency how La Patrie | 
Write Advertising Manager, La | 
Patrie Building, Montreal. | 
ada Permanent Building, Toronto, Harold E. Steph- | 

United States Representatives | 


Lorenzen & Thompson, Inc., 19 W. 44th St.. New 
York City. 


122 S. Michigan Ave., Chicago. 


The French are 


Ontario office, 407 Can- 


Mary Anne Berrie, Boston; G. R. 


GATHERED FOR A CHAT BEFORE LUNCHEON 


Among those who were early for the A. F. A. luncheon Monday were, 
left to right, Leon H. Weaver, Superheater Company, New York; 


Schaeffer, Marshall Field & Co.., 


Chicago; Hermine K. Price, Boston; and Wm. A. Wolff, Western 
Electric Company, New York. 


newspapers has real reader interest, 
reminding her audience that the 
Gallup surveys showed department 
store advertising to be third in rank 
among the features which women 
read, and asserted that if there were 
no advertising in the daily press, 
circulations would fall rapidly. Store 
news is vital to the women who do 
85 per cent of the buying of retail 
merchandise. 

“Advertising,” she concluded, “is 
not a luxury but a necessity. It is 
the short cut to successful selling.” 


” 


Cheapest Way to Sell 

G. R. Schaeffer, advertising man- 
ager of Marshall Field & Co., Chicago, 
emphasized the essential economy of 
advertising as compared with any 
other method of getting information 
about merchandise into the hands of 
customers, 

“Suppose that 


| the average cost of 
| having a salesman tell a customer 
| about some piece of merchandise in 
our store is ten cents,” he said. ‘At 
this rate, it would £280,000 to 
|have a salesgirl present an article to 
}all of the subscribers of the Saturday 
Evening Post, assuming that they 
;could walk past the counter one at a 
|time, and it would take over 300 
| years to do it. 

| “The same principle applies to the 
fuse of all advertising mediums. A 
| page in the Chicago Tribune 

= around $1600. The circulation is 
around 800,000, Most salesmen think 
|that a letter is a good way to sell, 
land it is, but 800,000 postage stamps 
alone would cost $16,000. We can 
use a page in each of the three morn- 
|ing papers in Chicago for a total cost 
of about $2800, and reach practically 
our entire buying public. Compare 
this with the cost of trying to reach 
even a few thousand people by per- 
sonal salesmanship.” 

He added that as a result of good 
advertising, sales are so increased 
and overhead so reduced that the cost 
of the advertising is readily absorbed 
at no increased expense to the public. 

“Honesty and sincerity in advertis- 
ing,” he concluded, “are most im- 
important. No store can afford to 
trifle with the confidence of the con- 
sumer through advertising which 
misrepresents its merchandise or 
service.” 

Talks for Consumer 


cost 


costs 


Aubyn Chinn, chairman, home eco- 
nomics in business committee, Ameri- 
can Home Economics Association, 
Chicago, spoke for the consumer, 
and said that only through advertis- 
ing can the purchaser obtain infor- 
mation about the goods in which she 
is interested. Tricks and question- 
able methods in advertising, she said, 
have been resented more by business 
men than by the consumer. 

“The woman who shops in news- 
papers and magazines,” she said, 
i“enjoys and is deeply interested in 
| advertising.” 
| She also emphasized the value to 
|the consumer of emblems, made fa- 


miliar through advertising, which 
represent definite standards of qual- 
ity to the consumer, such as that of 
the American Gas Association used 
by makers of approved gas stoves. 
And food manufacturers have _ in- 
creased greatly public knowledge of 
nutrition through their advertising. 

Public confidence is the vital 
necessity of banks, Robert W. Sparks, 
vice-president of the Bowery Sav- 
ings Bank, New York, pointed out, 
and advertising has been used suc: 
cessfully by his institution and 
others of the same kind in New York 
to build up public belief in the 
soundness of these mutual savings 
institutions, 

“As a result,” he said, “while sales 
figures in other lines were falling 
during the depression, savings de- 
posits were increasing steadily.” 

Increases Consumption 

Thomas L. Burch, advertising man- 
ager, Borden Sales Company, New 
York, told how advertising has defi- 
nitely increased the consumption of 
milk, thus benefitting the public, the 
farmer and the distributor. So im- 
portant is it to the whole commun- 
ity, he reminded his audience, that 
the state of New York has appropri- 
ated $500,000 to be used for adver- 
tising to stimulate milk consumption. 
Yet the added advertising 
Borden's milk, for example, is only 
1-16 cent per quart. If sales of milk 
had been maintained during the de- 
pression, as they could have’ been 
through advertising, Mr. Burch as- 
serted, public health, and especially 
that of undernourished children, 
would have been greatly improved. 

There would have been no Frank 
E. Davis Fish Company, John A. 
Smith, Jr., of that well-advertised 
Gloucester, Mass., enterprise asserted, 
had it not been for advertising. Mr. 
Davis has been maintaining contacts 
with consumers all over the country 
through advertising for 50 vears, re- 
sulting in sea-food for inland consum- 
ers and a_ thriving industry for 
Gloucester. 

The speed with which new and im- 
proved products can be put into gen- 
eral use, thus benefiting the whole 
country, was developed by Chester H. 
Lang, director of publicity of the 
General Electric Company. 

“During 1934,” he said, “close to 
1,500,000 electric refrigerators will 
be sold. Without advertising I doubt 
if ten per cent of that number could 
be sold. The large output makes 
possible lower prices and higher qual- 
ity, yet the cost of the advertising 
which makes these large sales pos- 
sible is negligible in the price to the 
consumer.” 

Mr. Lang said that G-E is now pre- 
paring to market a household ap- 
pliance which will add greatly to 
the comfort of the public. It will re- 
quire explanation and promotion. In 
six months it can be given a public 
acceptance which would take years 
to achieve in any other way. 

L. G. Peed, general sales manager 


cost of 


of the DeSoto Motor Corporation, De- 
troit, compared the clumsy and in- 
efficient automobile of 1903, selling 
at $1,480, with the touring car of 1913 
at $1,250 and the modern, fast, com- 
fortable car of 1933, offered at an 
average delivered price of $750, and 
emphasized the point that these im- 
provements and increased values 
have been made possible by research 
plus advertising, which has enabled 
manufacturers to build up sales and 
to utilize every engineering improve- 
ment as it was developed. 

“Advertising,” he asserted, “makes 
it possible for the world to progress 
at a much faster rate than it would 
ever do without it.” 

The interesting point that adver- 
tising makes the world a brighter 
and pleasanter place in which to live 
was discussed by Herbert J. Tily, 
president of Strawbridge & Clothier, 
Philadelphia. The head of this 
famous old merchandising institution 
explained how advertising has raised 
standards of living and of taste, and 
has educated and broadened the vis- 
ion of people who read it. The beauty 
and fullness of life have thus been 
enhanced by advertising, which at 
the same time has improved greatly 
the comfort of the American home. 

“In spite of the fact that Paris is 
the world center of women’s fash- 
ions,” he said, “American women are 
far better dressed than French wo- 
men, because there is no advertising 
in France comparable with that in 
America, reaching and influencing 
the great masses of the public.” 


Aids Public Health 


James L. Madden, vice-president of 
the Metropolitan Life Insurance 
Company, New York, told of the re- 
markable contributions to public 
health made through the advertising 
of this company, which began health 
education work in 1909, and in 1921 
started a national advertising cam- 
paign which now reaches 25,000,000 
people a month. In addition a radio 
health service is just completing its 
ninth year. 

“We use advertising to help people 
to live healthier, happier and longer 
lives,” he said. “We benefit from 
this improvement in conditions, and 
through our advertising reach our 
own policyholders as well as the gen- 
eral public.” 

He gave some impressive figures 
on reduced mortality due to child- 
birth, diphtheria and other causes to 
show how greatly the public has 
gained through this type of public 
service carried on through advertis- 
ing. 

Mr. Kennedy summed up the talks 
and agreed that a case had been 
proved for advertising. 

The plan and continuity for the 
clinic were the work of Charles E. 
Murphy, chairman of the general 
program committee of the conven- 
tion; G. Lynn Sumner, of the G. 
Lynn Sumner Company, New York, 
and Mr. Kennedy. 


Champion in Association 


The Champion Coated Paper Com- 
pany, Hamilton, O., is the 22nd mill 
to join the Miami Valley Paper Ship- 
pers Association, whose members 
manufacture every type of paper but 
newsprint. 


METRO GRAVURE 

gives you 38°~ of the en- 

tire rotogravure audience 

of the country. Over five 

million circulation—low 

rate high visibility — 
«real sales punch. 


New York 
Chicago 


220 East 42nd Street 
Tribune Tower 


June 
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Gentlemen of the A.N.A. : 
THE BOSTON POST 


is one Boston Newspaper 


with no FORCED circulation 


The Association of National Advertisers’ (A. N. A.) 
official statement at the recent 25th semi-annual meet- 
ing said: “The apparent continued forcing of publica- 
tion circulation as evidenced by a comparison of 
newsstand sales with subscription sales, is looked upon 
with keen disfavor by members of this Association.” 


THE BOSTON POST has by far the largest 


circulation of any daily newspaper in 
New England, the natural growth 
of a sincere reader demand. 


Throughout 103 years of publication The Boston Post has 


NEVER offered subscription premiums NEVER made combination offers 
NEVER offered subscription bonuses NEVER maintained group organizers 5 
NEVER employed subscription salesmen NEVER published pre-date editions ” 


The Boston Post is a one-edition newspaper, with . 
NO COMPULSORY morning and evening combinations; = 
it maintains no circulation promotion department; _ its -— 
NON-FORCED, NON-DUPLICATED circulation is the 
determining factor that enables YOU to do such “a whale 
} | of a job” with The Boston Post ALONE. 


Net Paid Daily Circulations 


he Boston Post ==.%2 


] ' ut E 4 
| New England's “GOOD MORNING" for 103 years Seen Treva 181317 


SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta 
R. J. BIDWELL COMPANY, San Francisco, Los Angeles and Seattle 
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SALES UNIT FOR 
RADIO IS URGED 


New York, June 21.—Problems pe- 
culiar to the broadcasting industry 
were discussed at the National As- 
sociation of Broadcasters’ departmen- 
tal meetings held here Tuesday and 
Wednesday morning in connection 
with the A. F. A., with such prob- 
lems as standardization of units of 
sale and rates, listener habits, sta- 
tion coverage, and other sales prob- 
lems appearing preminently on the 
program. On the problems of cover- 
age and listener interest, the N. A. 
B. and the radio committee of the 
American Association of Advertising 
Agencies got together for luncheon 
Tuesday. 

That radio may soon set up a na- 
tional selling and coordinating or- 
ganization similar in some respects 
to the bureau of advertising of the 
A. N. P. A. and Outdoor Advertising, 
Inc., was indicated by the number 
of speakers who stressed the need 
for such an organization. 

For example, Dr. Herman 8. 
tinger of the Wharton School of Fi- 
nance and Commerce, University of 
Pennsylvania, speaking at the Wed- 
nesday morning session, declared 
flatly that “the first great need of 
the broadcasting industry is coopera- 
tive promotion.” 

“Radio must have a sales program 
of its own—for network, spot and 
local advertising,” he asserted, “if 
it is to succeed as it should in this 
new battle, not between individual 
companies, but between whole indus- 
tries 

Clinic Suggested 

“In the radio sales field,’ he con- 
tinued, 
tion has suggested the holding of 
periodic clinics, in different sections 
of the country, where sales and simi- 
lar problems may be discussed, and 
where case stories would be stressed. 
The fostering of research, either 
through the establishment of fellow 
ships or chairs of advertising in con 
nection with leading business schools 
of universities or by some similar 
means, might also be of assistance 

“A separate bureau, similar to the 
A. N. P. A. bureau of advertising, 
might be established. The point in 
which I am interested is that of em- 


- 


|mental of the A. F. A. 
“one member of your associa- | 


phasizing the necessity for a coopera- 
tive approach to the problem of 
selling radio advertising and of im-| 
proving it, and of not being merely | 
content with a common attack on | 
legal and legislative problems when |! 
danger threatens.” | 

Speaking in somewhat similar | 
vein, Roy L. Harlow, assistant to the | 
president of Yankee Network, Bos- 
ton, deplored the fact that “there 
has not been set up a permanent 
virile group representing the stations 
to which advertising agencies might 
turn either directly or through the 
medium of their own committee, 
when problems arise affecting rela- 
tions between agency and _ station 
which are to some extent common.” 
If such an organization existed, he 
said, “these difficulties, differences 
of opinions or petty annoyances 
might be solved at the time they 
first occur, rather than waiting until 
they become a sore spot of exag- 
gerated importance. 

“There is still too much difference 
between chain prices and those set 
up by local stations,” Mr. Harlow 
contended. “One or the other is too 
high or too low. There are many 
strong arguments for regional net 
works which can be sold at a price | 


|or as a part if the whole is not de-| 
Het- | 


‘Buying Power’ 
Under Fire at | 
Research Meet 


New York, June 19.—An attack on 
the conception of buying power as 
something static whose limits can be 
definitely determined by looking into | 
the past, featured the session of the | 
Advertising Research Conference | 
held here this afternoon as a depart- 


“One form of static research to 
which advertisers have become sub- 
servient, is economic research in re- 
gard to buying power and markets 
based on buying power,” said Dr. 
Henry C. Link of the Psychological 
Corporation, New York, who tilted 
his lance at accepted conceptions of 
buying power. 


A Confession of Weakness 


“With due regard for the realities, 
this is a confession of weakness or 
a lack of faith in advertising,” he 
said. “True, economists overwhelm 
us with figures on deposits, 


unem- | 


Illustration by Floyd Brink 
for the Pontiac Motor Car Co. 
... Agency, The Campbell. 
Ewald Co. ... Detrost, Mich. 
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}our present standard of living. 


FOUR NEW YORKERS TAKE A BOAT RIDE 


Ralph R. Mulligan, Ralph R. Mulligan Company; Allen Zoll, Ingersoll, 
Collier, Zoll & Norvell; James O'Shaughnessy, Outdoor Advertising, 
Inc.; and Bolling L. Robertson, Columbia Waxworks, Ozone Park, 
teamed up for the boat ride arranged for A. F. A. delegates by the 

Advertising Club of New York. 
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of the dollar, and all those facts | Cc d P 
which represent a static conception | onducts rogram 
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of buying power. sSut the buying | The Speakers’ Division 
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/power of the country today is still of the Advertising Club of Kansas 


|City had charge of the program 
= , ee ‘| Menday, June 11, using it for the 
The amounts paid to individuals 00} final contest in oratory of the six 
government relief programs repre-| students winning other competitions. 
sent a buying power today which | John D. Hilburn was chesen cham- 
would have been considered living| pion by judges Albert E. Hutchings, 
in luxury not so many years ago.| President, Business District League; 
“If the business of the country ect Rigg Mura, Massachusetts Mu- 
since its beginnings had _ been| a na rasurence Company; Leon 
i ag ._|E. Rudd, Western Union; and An- 

planned on the basis of its buying | nette Moore, Board of Education 
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power, we should never have reached | orilicecratagaace nas 


suy- | 
Buy-| Honors Eugene Meyer 


ing power is something elastic, some- | rae or 
thing dynamic. It grows out of the Phe Advertising Club of Washing- 


powerful desires of people for things 
they don't possess, and their willing- 
ness to speculate on the future.” 


‘to the Washington Post on the ocea- 
sion of the first anniversary of its 
‘purchase by Eugene Meyer. 
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CENSORSHIP IN 
JAPAN CREATES 
‘DOPE - SHEETS’ 


Tokyo, Japan, June 12.—With rigid 
newspaper censorship preventing 
dailies here from printing real news, 
grape-vine “dope-sheets” have sprung 
up in every part of the city to keep 
the public appraised of developments. 
Most of these innovations in Japan- 
ese-English journalism are anony 
mous, carrying neither name, ad- 
dress, nor telephone number. Thus 
the police are left to guess, with the 
reader, the identity of the publishers. 

These anonymous newspapers do 
not confine themselves to stories of 
gevernment activities. They reveal 
many secrets which might perhaps 
be better left untold. One, for in- 
stance, reported that the advertising 
manager, sales manager and presi- 
dent of a large manufacturing com- 
pany, entered a restaurant licensed 
for geisha entertainers, accompanied 
by the president of an advertising 
agency bidding for the account. 

According to the enterprising re- 
porter, the quartette entered the 
establishment at 7:45 p. m. and 
emerged at 4 a. m. The writer looked 
into his crystal ball and predicted 
that the account would change hands 
before the fall campaign started. 

The dope-sheets have become so 
popular that they now tend to spe- 
cialize. Some devote themselves to 
general news, while others have 
turned to special business fields. The 
construction, grocery, retail, insur- 
ance, transportation and _ electrical 
fields now have their own papers. 
And they give far better service than 
their counterparts in the United 
States, for many issue two editions 
a day. 

Subscriptions are solicited by tele- 
phone or personal calls, and de- 
liveries are made in plain envelopes 
by runners. The average subscrip- 
tion price for the reputable papers, 
as well as the more “intimate” type. 
is 10 yen per month, equivalent to 
about $10. 


Leaves Sted feld 


William Prager has resigned as 
| production manager and secretary of 
‘the H. L. Stedfeld Company, Inc.., 
New York. 
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“You mean, even with this greatly increased 
circulation we still can buy at the old rate?” 


“That's right—$84o a page and a 275,000 guar- 
antee—puts the Open Road way out in front—in 
rate and circulation both.” 


Effective with the December 1934 issue, The Open 
Road for Boys Magazine guarantees a monthly net 
paid circulation of 275,000 A. B. C. 


This is the largest announced guarantee for 1935 
circulation offered by any boys’ magazine. 


Until September Ist, 1934, you may buy space on 
the basis of this guarantee through the July 1935 
issue at current rates of $2 per line,$280 per column, 


$840 per page. 

New rate, also effective with the December 1934 
issue, will be $2.35 per line, $335 per column, $1,000 
per page. 

A substantial saving awaits advertisers who place 


orders for future space in the Open Road for Boys 
Magazine now. 


Advertisers using space throughout the remainder of 
1934 will receive an increasing bonus as Open Road 
circulation continues its impressive climb this year. 


By far the outstanding buy among boys’ magazines. 


The OPEN ROAD for BOYS 


122 E. 42nd St., New York « 130 Newbury St., Boston « 307 No. Michigan Ave., Chicago 
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LET PUBLIC DO 
CENSORSHIP JOB, 
IS SUGGESTION 


Hollister Asks More ‘‘Con- 
sumer News’ ; in Press 


New York, June 21.—Citing numer- 
ous examples of copy censorship 
“taken from the record” as typical 


of the fact that, brought on by out- | 


urging newspapers editorially to give 
attention to the consumer for the 
first time and put aside many of 
their “literary” ideas, and then took 
the same message to the Newspaper 
Advertising Executives Association 
in the afternoon. 


His underlying thought was that in | 


giving lucid and interesting treat- 
ment to news of events affecting the 
| welfare of the consumer, newspapers 
|would stimulate 
sion of distribution and _ create 
greater prosperity for readers and 
themselves alike. 


Study Legislation 


His remarks were 
symposium, at the N. A. E. A. ses- 
sion, on the tendency of proposed 
regulatory bills and laws to reduce 


followed by a 


side forces, it is hated by the censors | newspaper advertising volume. Elisha 


themselves and is not actually meas- 
uring up to the announced purpose 
of serving the 


consumer’s funda- | Association; 


|Hanson, Washington attorney for 
|the American Newspaper Publishers 
A. T. Falk, director of 


mental interest, Paul Hollister, ex-|the bureau of research and educa- 


ecutive vice-president of R. H. Macy | tion, 


& Co., Inc., went on record twice at 
the Advertising Federation of Amer- 


Advertising Federation of 
America; and Joseph J. Early, asso- 
ciate editor, Brooklyn Times Union, 


ica convention Tuesday in favor of |and chairman of the legislative com- 


“tossing it overboard.” 

Mr. Hollister addressed the News- 
paper Promotion and Research Man- | 
agers Association in the morning, | 


mittee of the Publishers Association 
of New York, participated in the 
symposium. 

Newspapers are the translators to 


intelligent expan- | 


|people of what goes on about them, | 


Mr. Hollister said. They do excel- 
jlent work in guiding political and 
social opinion and they “spread the 
|behavior of people in 
|classes before other people in a way 
| which leads by precept and example,” 
making divorces by their handling of 
divorce news, keeping opera open by 
treatment of opera news, etc. 

“But before your eyes,” Mr. Hol- 
lister continued, “there has been 
daily printed for years past evidence 
that the American public has under- 
gone a mass change. Your reader 
may be butcher, or baker, or candle- 
stick maker, but your reader 
also become something else. 
become a Professional 
America has gone into 
whether you like it or not. 


He has 
Consumer. 
business, 


Asks Consumer News 


“T therefore submit that as prelude 
to genuine recovery, and as the first 
step to guidance of the public mind 
and action in the only course which 
it can take toward genuine recovery, 
the newspapers of America re-dis- 
cover the consumer. 

“TI urge you to call the attention of 
yourselves and your colleagues in the 
news and editorial departments to a 
factor in the news who has been, to 


718 PER CENT 
OF HIM- 


Purchases office 
equipment and 


Supplies... 


Tell him* about your business 


stationery item, office service or equip- 
ment. He is interested, for 87% of him 


employs labor and heads an office force. 


He represents the executive, whose OK 
is needed on nearly all worthwhile trans- 
actions. He is keen-minded, receptive to 


new ideas, improved products, special- 


ized services. 


He* is a Rotarian. You may reach him 


through general media — you 


to reach him through his own magazine, 


THE ROTARIAN, 


Inexpensively, too. But let us prove that 
to you. Drop a note to THE RoTariaNn 
MacazineE, 211 West Wacker Drive, 
Chicago, and our representative will tell 


you the story, briefly and interestingly. 


machine, 


are sure 


85°, of Rotary Clubs are in towns 


of 25,000 po 


pulation and under 


OTARIA 


More Facts 
About The 
Rotarian's 
Readers 


their special | 


has 


7% are employers of labor, of 
’ which 62% employ over 10. 
66°7 use trucks and automobiles 
in their business. 
39C7, are directors in more than | 
} one company. 
72%, personally own listed stecks 
oe 
and bonds. 
c 1 bond 
69° own automobiles in the high 
/ 


priced or medium priced 
classes. 


FEATURED SPEAKERS 


Among the celebrities who ad- 
dressed A. F. A. departmental ses- 
sions this week were Paul E. Hol- 
lister, executive vice-president, R. 
H. Macy & Co. (left) and Roy S. 
Durstine, vice-president and gen- 
eral manager, Batten, Barton, Dur- 
stine & Osborn, Inc. 


date, a comparative stranger to your 
news columns. His name is the con- 
sumer. It’s a dusty and unintelligible 
word, ‘consumer.’ To your reader 
(as I gather from your editors) it 
means, vaguely, someone connected 
in some way with the company that 
makes electricity and gas, or ice, or 
a league of something, somewhere, 
with some women in it.” 

While admittedly newspapers must 
be written in “stereotypes,” by which 
a man hunt becomes blood chilling 
to the reader and a baseball story 
makes his forearm twitch, informa- 
tion concerning the consumer has 
been written in classroom vocabu- 
lary, Mr. Hollister charged. A new 
set of “stereotypes” marked “con- 
sumer” would lead toward progress, 
he added. 

Mr. Hollister pointed out that no- 
where in the consumer press has the 
fact been presented that the average 
increase in income in America is 
eleven cents on the dollar over a year 
ago, but that what could be bought 
for $1 a year ago now costs from 
$1.19 for food to $1.30 for other 
things. This, Mr. Hollister said, is 
news, for it affects the social, polit- 
ical and emotional make-up of the 
reader. 


Says Public Is Best Censor 


On copy censorship as practiced by 
many newspapers, Mr. Hollister said 
that the consumer is far more in- 
telligent and wary when it comes to 
truthful and false advertising than 
censors appreciate. He cited the case 
of a large store which, “stuck” with 
a large furniture inventory, wrote a 
plausible advertisement offering 
mark-downs of 37 per cent. Actual 
mark-downs were less than four per 
cent. The public detected the ar- 
tificiality of the offer, and the store 
took a loss in the furniture as well 
as in consumer faith. ‘Censorship 
belongs with the public,” he said. 

Despite this fact, there is a greater 
cry than ever for censorship, not 
only of local but of national adver- 
tising, he said. The newspaper is 
“carrying hot lead on both shoulders 

-fearing loss of today’s business 
either way or both, and ignoring to- 
tally the fact that so long as its 
news and editorial columns are com- 
posed in the consumer's interest, the 
local and the national advertisers 
alike will go where consumers meet, 
to tell the story of their wares.” 

Fights Uninteresting 

Citing examples of “consumer pro- 
tecting” by copy censorship which he 
implied were worthless, Mr. Hollister 
urged a “re-examination of the con- 


;}sumer.” “Then we shall realize that 


| 


if an advertisement is accurate, and 


in what the consumer regards as de- 
cent taste, that advertisement is 
proper for print,” he said. 

One of the worst advertising mis- 
takes ever made sprang out of a con- 
spicuous advertisers’ declaration that 
the public loves a fight, which is true 
only to the extent that part of the 
public likes part of a fight part of 
the time, Mr. Hollister stated, but 
the “public is bored to death with 
advertisements printed in a quarrel- 
some mood.” 

Many other advertisers seized upon 
the great man’s casual observation as 
a formula and “bedevilled'_ their 
agents and their advertising man- 
agers to drop all other work and 
prepare a campaign taking a sock at 
somebody,” he said, “while the adver- 
tiser who started it all is conducting 
a campaign as full of sweetness and 
light as a cathedral.” 

In the symposium which followed 
Mr. Hollister’s talk, Mr. Hanson de- 
tailed his experiences in Washington 
in connection with the Tugwell bill 
and with various codes which con- 
tained clauses hampering advertis- 
ing. He pointed out that contrary to 
general opinion, the current legisla- 
tive hue and cry against advertising 
is not a new phenomenon, differing 
from former attacks mainly in its 
details. 

While in the main it appears that 
the present administration has 
adopted an attitude inimical to ad- 
vertising, all departments of the gov- 
ernment do not think alike on this 
subject, Mr. Hanson said, citing re- 
cent actions of the Post Office De- 
partment and of the Department of 
Justice which have aided advertisers. 

Mr. Early declared that generally 
speaking, nothing inimical to adver- 
tising has been developed in New 
York legislative circles, with the ex- 
ception of the law setting the price 
of advertised milk higher than that 
of non-advertised milk. On the other 
hand, the authorities have shown 
their faith in advertising by making 
it possible for $1,000,000 to be spent 
in advertising milk. 

Mr. Falk declared that trends 
toward lessened competition, visible 
in the “new deal,’ mean less adver- 
tising. “It is not uncommon for a 
business man to look at his own ad- 
vertising as merely a weapon against 
competition,” he said. “In Washing- 
ton I came in contact with some 
cases where advertisers themselves 
would have liked to place restrictions 
on the volume of their own advertis- 
ing in the belief that a uniform re- 
duction in this form of competition 
would benefit all members of the in- 
dustry and increase their profits.” 


A Serious Situation 

“Almost all of the new government 
measures tend to encourage a busi- 
ness enterprise to seek its profits 
through increased margins rather 
than enlarged volume,” Mr. Falk 
continued. “It has been made easier 
to raise prices and harder to increase 
volume. 

“This is a serious blow to advertis- 
ing. Advertising is the recognized 
mass salesman and its liberal use is 
primarily for the purpose of increas- 
ing sales volume quickly. When the 
incentive for sales volume is reduced, 
there logically follows less use of 
advertising.” 

Turning to a discussion of discrim- 
ination against advertised products 
as practiced in certain instances, 
such as the petroleum industry and 
the New York milk law, Mr. Falk 
pointed out that “every manufacturer 
who is required to cover marketing 
expense in the price of each article 
which he places on sale finds himself 
automatically barred from exercising 
any courageous merchandising ini- 
tiative.” 

“Swift expansion of new industries 
is impossible under such a _ pro- 
vision,” he continued. “In every 
-ase, the liberal use of advertising is 
virtually prohibited except in cases 
where the advertiser is positively as- 
sured that the immediate returns 
from his advertising will be so great 
that his current ratio of selling ex- 
pense will not be increased. Invest- 
ment in future sales or in good will 
is barred.” 


Taylor’s New Work 
John Langdon Taylor, formerly of 
the John Langdon Taylor Company, 
|New York, sales promotion, has 
| joined the staff of Miles & Scott, Inc., 
‘San Francisco. 


June 
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A. $50,083,486 Wheat Crop 
ls Now Being Harvested 


IN THIS AREA 


¢ 
“RES 
Rae, 
‘ 


ASED ON aan estimated production of 60,341,550 bushels of wheat in the Oklahoma-North Texas winter wheat 
area this year, the income to farmers of this territory from this crop will amount to more than $50,083,486. This 


compares with $30,771,000 from the 1933 crop and, with the harvest in full swing today, represents the first new 
crop money in the United States for 1934. 


Oklahoma-North Texas fared far better than the other wheat states this year. This area escaped the drouth which 
so completely devastated the northern states, and to date has had rainfall ranging from 95% to 136% of normal. 


As a consequence, this new crop income of more than $50,083,486, plus rental and benefit payments from the gov- 
ernment of $65,562,719 to June Ist, plus additional benefit payments of $23,980,648 by September Ist, plus more cash 
income from the 1934 cotton crop, which will be harvested between September Ist and December Ist, enable this territory 


to fulfill the continued prediction of Babson, Brookmire, Forbes and Nation's Business to ''Look to Oklahoma for Sales." 


For the past nine months this territory has been the Nation's 
bright spot for sales opportunities. Not a month during the re- 
mainder of 1934 will go by without added income from both 
new crop money and benefit payments under the Agricultural 
Adjustment's Administration's 1934 reduction plans for cotton, 
wheat, corn and hogs. 


Your libt wll not be 
CIhe OKLAHOMA 
FARMER-STOCKMAN 


IOKLAHOMA CITY,OKLAHOMA 


And remember that this favored area can be cultivated for 
you through THE OKLAHOMA FARMER-STOCKMAN. 


202,612 ABC CIRCULATION IN THIS AREA 
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ADVERTISING AGE 


June 23, 1934 


ADVERTISING IN 
FARM PAPERS IS 
UP 86% IN MAY 


Chicago, June 20.— Advertising 
lineage in the farm press, which has 
shown remarkable gains this year 
when compared with last year, kept 
up its 1934 record during May, 
ADVERTISING AGE’S analysis of the 
lineage records released by Adver- 
tising Record Company shows. 

During May 23 monthlies and 
semi-monthlies in the field carriéd 
a total of 255,548 lines of advertis- 
ing, exclusive of baby chicks, live- 
stock and classified, compared with 
137,090 lines carried by the same 23 
publications in May, 1933. 

This is a gain of 118,458 lines for 
the group, or more than 86.1 per 
cent, compared with last year. 

Detailed figures for each publica- 
tion measured, exclusive of baby 
chicks, livestock and classified, are 
given by National Advertising Rec- 
ords as follows: 


Monthlies 1934 1933 
Country Gentleman.... 29,934 14,740 
Capper’s Farmer....... 21,095 10,365 
Successful Farming.... 17,285 11,129 
Progressive Farmer and 

Southern Ruralist: 

Carolinas-Virginia 

DOE pc ccceeesen 17,237 7,004 
Georgia-Alabama 

eee 16,751 6,144 
Mississippi Valley 

SNEED. ketene seee 16,330 6,480 
Texas Edition........ 16,149 6,943 
Kentucky-Tennessee 

GEO, ear kana de 15,683 5,995 

Att. MGItIONe 2.560060 13,627 5,108 

Average 5 Editions.. 16,428 6,513 
Country Home......... 12,495 7,404 
Southern Agriculturist. 10,872 4,460 
Western Farm Life.... 9,171 5,003 
California Citrograph.. 8,618 5,088 
Southern Planter....... 8,015 3,523 
Farm Journal ........ 6,314 3,517 
Poultry Tribune........ 4,317 ; 
Wyoming Stockman- 

co, Pe Teer 3,568 2,537 
American Poultry Jour. 2,504 Gana 
Breeder's Gazette ..... 2,289 2,879 
Bureau Farmer........ 1,533 1,634 

Semi-Monthlies 
Farm & Ranch........ 16,693 7,549 
Oklahoma Farmer- 

a 16,318 7,927 
Missouri Ruralist...... 13,119 5.869 


Farmer 
& Breeze) a ee 

Montana Farmer .. aoe 

Hoard's Dairyman ] 


Kansas (Mail 


Arizona Producer...... 7,564 &,007 
Utah Farmer ...... — 7,093 4.779 
Missouri Farmer ...... 7,022 5,918 
Arkansas Farmer...... 4,261 1,822 


Bi-Weeklies 


Wallaces’ Farmer and 


lowa Homestead. -« o1,992 11,054 
Prairie Farmer: 

Illinois Edition ...... 18,010 7,890 

Indiana Edition . .. 15,066 5,959 
‘Washington Farmer... 17,359 7,294 
Nebraska Farmer...... 17,241 9,675 

Zone Advertising. - 9,248 5,018 

Average 6 Editions... 18,782 ; ; 
California Cultivator... 16,184 9,791 
Mdaho Farmer vse 2,600 », 766 
‘Oregon Farmer........ 15,279 6,445 


American Agriculturist 14,809 10,291 
Local Zone Advertis- 
ing . Sees arama 2,970 5.398 
Farmer and Farm, Stock 
and Home: 
Minnesota Edition.... 14,745 8,367 
Dakotas-Montana 


oO) ae awe Reeee 6.348 

Local Edition aKa 4,286 2,621 
Pennsylvania Farmer. 13,764 8,972 
Wisconsin Agriculturist 

and Farmer .... . 12,540 7,130 
Ohio Farmer ....... 11,954 6,045 
“Dakota Farmer ....... 11,27 5.216 
Michigan Farmer ..... 10,118 4,912 
New England Homestead 8,664 8,925 
Indiana Farmer's Guide’ 8,146 6,73: 

Weeklies 
‘Pacific Rural Press... 25,272 17,478 
*Weekly Kansas City 

Star: 

Missouri Edition..... 19,950 13,194 

*Ark.-Okla. Edition... 20,703 13,194 

*Kansas Edition...... 19,882 13,194 
"Rural New Yorker.... 13,144 7.787 
‘Capper’s Weekly...... 6,131 3,447 
Semi-Weekly Farm News: 

"Tuesday Edition .... 6,075 7.563 

‘Friday Edition ..... 4,079 3,727 
‘Dairymen’s League 

DRE ie a a eek Ss 4ace 3,2e¢ 1.843 


'Three issues in 1934 and two in 
1933 All other bi-weeklies had two 
ued in both years, 
“Two issues in 1934 and one in 1933. 
Four issues in both 1934 and 1933. 
‘Four issues in 1934 and five in 1933 
Four issues in 1934 and three in 
1933 
"Five issues in both 1934 and 1933 
Five issues in 1934 and four in 
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Agency Resigns 
Marschalk & Pratt, Inc., has _ re- 
signed as advertising agents for the 

International Silk Guild, Ine. 


Chrysler Sends ‘‘Proof’’ 
to Dealers, Distributors 


A souvenir booklet entitled “Proof” 
was mailed last week by Chrysler 
Sales Corporation to 308 distributors 
and dealers who have been with the 
company since the introduction of 
the first Chrysler. 

The booklet, which is an important 
part of the company’s campaign to 
increase and maintain its dealer or- 
ganization, is composed of reprints 
of letters from dealers telling of their 
success in selling Chryslers and their 
satisfaction with company relations. 


Has Low-Bracket Unit 


Frigidaire Corporation, General 
Motors subsidiary, has introduced a 
new small refrigerator to retail for 
$77.50. 


besides magazines. 


influence bonus of 


LAP 


© Talking to five Whole Family Reader- 
ships for less than One Cent is all any one 
has a right to ask of an Advertising Penny. 


But in a Street & Smith 4-Color Group 
insert you also reach the dealers who sell 
the Whole Family many home products 


© So while you buy 1,200,000 (A. B. C. 
Net Paid) for $2,300, you get a dealer 


Drug, News, and Tobacco store merchants. 


© Color jumps your message from the 
pages of 12 great Fiction Magazines for 
$1.92 per 4-Color page per thousand. 


» This is the lowest 4-Color insert rate 
ever offered. And there is no additional 
cost to the Advertiser for 4-Color Plates. 


Goodyear Tire 


Is Guaranteed 
For ‘Full Year 


Akron, O., June 21.—Momentarily 
dropping its exploitation of the new 
G-3, the Goodyear Tire & Rubber 
Company devoted its space this week 
to a sweeping guarantee of all of 
its tires for twelve months against 
all road hazards. 


The bitter rivalry for the favor of | 


tire buyers was reflected in the 
forceful Goodyear copy which, in an- 
nouncing the new guarantee, warned 
motorists that “many will try to 
imitate it,” and made the ironic com- 


ment, “there are no miles in a bot- 
tle of ink.” 

The Goodyear guarantee was de- 
scribed with this example: 

“You go to any Goodyear dealer 
and buy a tire at the regular price. 
He gives you our guarantee. If for 
any reason that tire dees not deliver 
a full 12 months of service, you take 
it back and get your adjustment, 
paying only for the months of serv- 
ice actualiy received. 

“That means a new tire at 1/12 
the regular price if the tire you buy 
runs enly a month—a new tire at 
1/6 the regular price if the first tire 
runs two months—a new tire at half 
price if the first tire runs 6 months.” 

The guarantee applies to all Good- 
year All-Weather and Pathfinder 


tires except for those in cemmercial 
service, where the time limit is six 
months. 


Death Takes Hubbard 


Walter E. Hubbard, 67, publisher 
and editor of the Gardner, Mass., 
News, died June 17 after a long ill- 
ness. Mr. Hubbard owned the Bev- 
erly, Mass., Times before buying the 
News, and was at one time with the 
Vermont Phoenix, Brattleboro, Vt. 


Push Air Conditioning 


An advertising campaign on air 
conditioning equipment in a number 
of leading newspapers throughout 
the country was started June 20 by 
the York Ice Machinery Corporation, 
York, Pa. BDoremus & Co., New York, 
is in charge. 


100,000 outstanding 


® Do Two jobs —two BIG jobs — with a 
Street & Smith 4-Color Group insert. 


J. H. BROWN 


Advertising Manager 
79 SEVENTH AVENUE, NEW YORK, N. Y. 
410 N. MICHIGAN AVE., CHICAGO, ILL. 
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June 23, 1934 


ADVERTISING AGE 


Agency Elects Officers 


At the annual meeting of Botsford, | 
Constantine and Gardner agency, | 
held in Pertland, these officers were | 
named: D. M. Botsford, president; | 
Cc. P. Constantine, chairman of ws, | 

} 


Would Enjoin 
TVA in Suits 


at Birmingham 


board; vice-presidents, Ray Andrews, 
W. W. Manly, J. V. Roberts and Miss 
F. Coykendall of Portland; S. G.| 
Swanberg, San Francisco, and E. R. 
yardner, St. Louis. 


Birmingham, Ala., June 21.—Al- 
|leging that the Tennessee Valley 
| Authority has exceeded its author- 


‘ity and is competing with private | 
| business, two suits have been filed | 


Air Stamps Out July 1 


In conformity with the new re-|in the United States District Court 
duced rate on air mail postage, the| here. One is by a group of coal pro- 
new six-cent stamp of orange instead | ducers, the other by ice manufac- 
of green will go on sale July 1 when turers. 


the present eight-cent rate is abol- A 
ished. The oe second-class mail| 7e Alabama Power Company is 


rates also become effective at that | @!lso named defendant, an effort be- 
time. |ing made to prevent completion of 


‘its contract with the TVA for sale 
lof a part of its distribution system 
land an agreement on the sale of 
'electric appliances. 

The suit asks temporary injunc- 
tions to restrain the TVA, the Elec- 
tric Home and Farm Authority and 
the Alabama Power Company from 
expending funds in the promotion of 
electric appliances and motors, and 
the former from constructing addi- 
tional hydro-electric plants. 

The plaintiffs allege that the TVA 
program, if carried to completion, 
will throw 20,000 coal miners and a 
large number of ice company em- 
ployes out of work. It would result 
in injury to ice, coal and gas com- 
panies, and al) other industries with 
which TVA proposes to compete, it 


is charged: 


New Daily Starts 
in Johnson City 


The Johnson City, Tenn., Press, an 
afternoon and Sunday morning news- 
paper, began publication June 12. 
Managing editor is E. E. Easterly, 
Jr., formerly with the Cincinnati bu- 
reau of the Associated Press. 

Publisher is C. J. Harkrader, joint 
owner and co-manager of the Bristol 
Herald Courier and Bristol News Bul- 
letin, who owns the new paper with 
Carl A. Jones. 


Fawn Personnel Shifts 

Floyd Brink, formerly of the De- 
troit office of Fawn Art Studies, Inc., 
has joined the New York staff. Ralph 
Harrison, illustrator, formerly with 
LaDriere, Inc., Detroit, has joined 
the New York staff of Fawn, as has 
Robert E. Wettje, on the sales end. 


oe 


READERSHIP 


EXPERTS SEEK 
LOWER FEDERAL 
LIQUOR TAXES 


Simplest Method to Increase 
Consumption, Is View 


Chicago, June 21.—Reduction of 
both federal liquor taxes and tariffs 
on imported wines and liquors were 
recommended to President Roose- 
velt by the National Liquor Confer- 
ence held in Chicago Monday and 
Tuesday, with 23 states represented. 
The conference formed a permanent 
organization and will meet again in 
December, probably in Atlantic City. 
J. M. Braude, of the Illinois Depart- 
ment of Finance, was elected chair- 
man. 

The conference proposes to work 
gradually toward standardization of 
liquor laws and labels, as far as that 
may be practicable in view of vary- 
ing sectional conditions. The label 
situation has been definitely im- 
proved, it was asserted, by act of 
Congress, under which the Treasury 
Department has moved toward pre- 
venting counterfeiting by ruling that 
identifying marks must be blown 
into whisky containers. This devel- 
opment was reported in ADVERTISING 
Acre of June 16. 

A tremendous volume of spiritu- 
ous liquors is still being manufac- 
tured and sold through devious 
channels, in the opinion of most of 
the control officials present. The 
simplest method of combating the 
bootlegger, it was held, is to reduce 
the prices of the legal beverages. 
This view inspired the resolutions 
which were finally adopted. 


Bootleggers Add Tax 


Some interesting stories were told 
of the movement of liquors through 
subterranean channels. Judge Ed- 
ward T. Dixon, head of the Ohio 
Liquor Commission, said New York 
bootleggers boast a large clientele 
in the Buckeye state, not only 
charging substantial prices, but 
adding a tax of ten per cent, which, 
however, never reaches the state 
coffers, in spite of the belief of the 
mail-order customers to the con- 
trary. 

Some even more startling in- 
stances of evasion were related by 
Commissioner Edward P. Mulrooney, 
chairman of the Alcoholic Control 
Commission of New York. Many or- 
ders for wines and liquors are placed 
abroad by New York’s foreign pop- 
ulation, he asserted, and the ship- 
ment is consigned direct to the 
buyer. That state is meeting this 
situation with a new law providing 
that such shipments may be made 
only to those holding permits. 

Mr. Mulrooney expressed the be- 
lief that state stores, such as those 
in existence in New York, Ohio, 
Virginia and other states, tend to 
encourage bootlegging by offering 
outlets only to a comparatively few 
advertised brands. Less wealthy 
manufacturers are thus cut off from 
their markets. The whole situation, 
he believes, tends toward a monop- 
oly in the liquor industry. 

Discussing the price situation, 
Mr. Mulrooney said that England’s 
experience has shown that the public 
will drink the beverage it can af- 
ford. High taxes on whiskies, for 
instance, have turned the popular 
demand toward beers and ales in 
that country. The situation will be 
duplicated here unless prices are 
brought to a reasonable level, he 
predicted. 


Cahen Joins Agency 


Louis H. Cahen, formerly of the 
Associated Advertising Company, 
San Francisco, has joined the staff of 
Albertson-Kemper Company, San 
Francisco agency. 


Will Build Station 


Harry B. Read, owner of KXL, 
Portland, has obtained authority te 
build a 100-watt station in Salem, 
Ore., to be known as KSLM. 
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of properly educating the public as 
well as the advertising fraternity. 
You have’ rendered conspicuous 
service thus far in presenting sound 


great volume of untapped purchases 
which may be developed from the 


70 per cent of the population with 
incomes of less than $2,500. If we 


interpretations of the purposes and 


can increase these incomes to that 


Are your eyes open for “good buys” 
ideas? The former, of course! 


sional Women’s Clubs, composed 
bers) will be devoted entirely t 
annual reports, ete. In short, a 
ties of special literature mailed 
tumn in the past. 
THE AUGUST ISSUE IS A GOO 
will be printed, with no increase in 


year, 


THE AUGUST ISSUE IS A GOO 
as for business, club and community | 
THE AUGUST ISSUE IS A GOO 
ENT WOMAN brings satisfactory 


returns to “pay out.” He received 3 


Good-bye 


1819 Broadway 


GOOD BUY OR GOOD-BYE? 


What, then, of this “good buy’? 


The August issue of the INDEPENDENT WOMAN (official 
magazine of the National Federation of Business and Profes- 


It offers a unique opportunity to advertisers. 


THE AUGUST ISSUE IS A GOOD BUY because each and every copy 
will be kept for reference by the recipient for a period of at least a 
Use in case advertising appropriations are indefinite. 


fessional women have money to spend for their personal needs, as well 


Forms for the August issue will close July 10. 


or GOOD 


THE INDEPENDENT WOMAN 


or do you just say goodbye to new 


of 1,350 clubs and 50,000 mem- 
0 program plans for the year, 
Year Book in place of quanti- 
out to club presidents each au- 


D BUY because 000 extra copies 
rate. 


D BUY because business and pro- 


yrojects. A group worth cultivating. 
D BUY because the INDEPEND- 
results. One advertiser needed 30 
15, 

What do you say? 

BUY? 


New York, N. Y. 


| Cago. 


would “make sense” in the face of 
the facts confronting the nation. He 
asserted that if the American people 
study the problem and give the ad- 
ministration program their support, 
we can step ahead into an amazing 
prosperity. 


Hahn Comeany Takes 
Over Cincinnati Store 


Incorporation papers were filed 
June 16 in Columbus, O., for the 
Smith-Kasson Company, which will 
operate the Smith-Kasson store in 
Cincinnati. 

Officers of the new firm, a_ sub- 
sidiary of Hahn Department Stores 
Company, New York, include Charles 
G. Brooks, Sr., Leo B. Kasson and 
W. Lyman. 


Two New Rate Cards 


The Topeka, Kans., State-Journal 
and the Newark, N. J., Star-Eagle, 
have issued new rate cards announc- 
ing reservation of the right to revise 
advertising rates upon 90 days’ no- 
tice in writing, and advertisers may 
cancel contracts whenever higher 
rates become effective. 

N. J. Bauler Dies 


N. J. Bauler, controller of the Au- 


dit Bureau of Circulations, Chicago, 


and a member of the bureau’s staff 


for 16 years, died suddenly of a heart | 
Chi- | 


attack June 16 at his home in 


Mr. Bauler was 47 years old. 


itself an authority on men’s fash- 
ions, advertising is bound to follow. 

Ruth Waldo, J. Walter Thompson 
Company, told the newspaper execu- 
tives that there is a growing demand 
for color, and that they should be 
planning not only to supply one or 
two extra colors, but four-color 
process printing. The appeal to the 
emotions which can be made only 
through color, she said, requires 
more than one or two extra colors. 


Should Open Comic Pages 


She also suggested that newspa- 
pers open their comic pages to ad- 
vertisers desiring to use this treat- 
ment of their copy, just as color 
advertisements have been provided 
in the comic sections of the Sunday 
newspapers. She said that a number 
of advertisers are ready to take 
space if they are given the privilege 
of employing what has proven to be 
an effective technique. 

Miss Waldo commended improve- 
ments in newspaper printing, but 
said that the general use of photo- 
graphs makes the graying down of 
blacks generally employed in 
newspaper printing a big disadvan- 
tage to the advertiser. The national 
advertiser is also entitled to better 


Ss0 


| position in the newspaper than he 


often gets, she suggested. 
William E. Donahue, advertising 
director, Chicago Tribune, in com- 


z za * _ Sy Pa of i x ‘ae | a = * “at par ee - et 
ae a 
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| menting on Miss Waldo’s talk, said 

| A DISPLAY THAT REALLY IS A DISPLAY COME-B ACK FOR et ee 

3 i viding run of paper advertising in 

| | three colors. The Sunday Tribune 

| 7 is now running four feature sections 

in three colors, aside from the roto- 

| gravure, comics and magazine sec- 

| Re tions. He predicted that in the near 

WEAR PREDICTED future the Tribune would use color 

ng for editorial purposes in the daily 

. 1 — editions. There is a great deal of 

| 2 Os : — advertising revenue available for 

. ee | : . 
5 a * . , . F h C | ? t ‘ color service in newspapers, he de- 
President Roosevelt Sends | ASMIONS, GOOF FFIMINg slr 
S : 
' | 0 d by N.ALEA ive Solicitati 
Message 10 ALF.A. F iscusse y PRS Constructive Solicitations Needed 

4 f onacnind At the Tuesday morning session 

} ‘ . as President Magee introduced William 

7 a . 1 \ » y P > » — ps > » 

New York, June 19.—The national : ; maw Torr, vane ni ‘ premieres A. Thomson, director of the Bureau 
administration at Washington is uli that the slaushtet = quality in the of Advertising, American Newspa- 
looking to advertising for help and i | eas wee held, which ae been per Publishers’ Association, who 
cooperation. This was emphasized ; i | |soing on during the depression) 414 the advertising men that news- 
in the message which was sent to years, has - the age sor a ee paper advertising values must be 
the convention by President Frank- come-back of nationally advertised dramatized for business executives, 
lin D. Roosevelt, and read at the F merchandise with definite standards rather than presented merely 
opening luncheon at the Hotel Penn- kt. ; Se hse pene erty pe through statistics and charts. Less 

anh guahatelbeie -g : - : Ss ¥F c illiam H. eintraub, publisher o a : 
sylvania yesterday, and likewise in fa ie | Boeuire, at the aot b ra News- competitive and more constructive 
the address of Henry A. Wallace, tee i) me) | eauire, nap a solicitation is needed, he pointed 
Secretary of Agriculture, at the t a paper Advertising Executives’ Asso- pre 

: : : ciation. oa : 
dinner last night. a a me "os ee ee ©. Norman Stabler, financial editor, 

The President reminded the A. F. i bo rally ang oheae os 00 : at’ |New York Herald Tribune, discussed 
A. of his personal appearance at the os Cu 3” § aea| | before the depression the nationally |). Jocurities regulation bill, and 
1931 convention in New York, re- aevertions “Brenes Rad heen eS | oe thet while undoubtedly regula- 
peated some of the things he said popular favor, as part of a sanhagarenie tion will restrict activity and thus 
on that occasion, especially his ref- where tradition senerally was los reduce advertising volume, he does 
erences to the need which govern- fh 2 ing out, quality had been so — not believe the effects will be as 
ment has of advertising its policies,| | jliliag ally sacrificed by retailers, anxious| | ious as some have feared. He 
and closed with an appeal to adver- as ' to make up in margin of profit for) | sta, 
isi ne pent 7a the loss of volume, that now the ad- pointed O6t, Dewerss, seme seeem 
tising men for continued support of % fi : a. examples of security sales through 

: | a N vertised brands are the only stand-| ~ ial  * 
the recovery program. His letter, : “a oy ora gi <-¢ geet personal, local contact, thus avoid- 
read by Edgar Kobak, president of “ag arés at quality te whieh the trate ing the interstate activities involved 
the A. F. A., was as follows: f 23 : and the public pena warn. in advertising and use of the maiis 

“Three years ago it was my pleas- iD « . The speaker criticized newspapers hints wenn taller the éeels of te 
ure to meet personally with the 27th by a Pate * Fo for not handling ware seriously the new law 
annual convention of the Advertis- yy: , oe * = news of men’s ‘ashions, saying that); Finneran, classified advertis- 
ing Federation of America. Unfor- ; ‘: ees os me mantoren presentes = ing manager, New York American, 
tunately, I cannot be with you in eee ee : Z ie : | this wh tigen " . ee stressed the importance of censor- 
person this year, but I welcome this si oe ll tongue-in-che¢ sn dilate ut - ° nal ing classified copy to eliminate rack- 
opportunity of extending a message serted Png men are ye gs eg ets and protect the reader, thus 

rree . ' . terested in information of this char-|,.,.. fs : “ 
of greeting to you. Andy Thomas, display manager, and Harry Royce, his assistant, pose |. ..;,, building up confidence in this type 

Recalls Previous Statement beside the mammoth display of Golden State Evaporated Milk cans Universities Important of advertising. 
built in the Green Frog Food Emporium, Stockton, Cal. Over 6,500 seRRERT 

“May I call your attention to a onss were wand He described the importance of 
statement I made to your organiza- y fashion to the university groups, Coffee 7 rade 
tion three years ago: ‘There is one a. which have increased tremendously 
field of human effort which today is objectives of the recovery program. | figure, we can give employment to|in numbers and influence. Princeton IE Alarmed by 
insufficiently touched by the benefits “I wish for you in your considera- | 13,000,000 more people. and Yale, he said, are the leaders in 
of advertising. In spreading the doc- tion of these broad and specific prob- “Advertising people should be the | this field, the fashions adopted there Pri C. ttin 
trine of the necessity of advertising, | !ems of advertising a most success-|last to make fun of the President's | quickly spreading to other colleges ice-Cu g 
which your profession has so thor-| ful convention.” program to give more people a fuller} and to all parts of the country. --- 

ol rs > rics ic. v and more abundant life. If that prop Style designers and retailers, h oe 
magnly sold the American public, you Wallace Asks Support : I I a yte B on me ° Chicago, June 21.—The long de- 
can help also to establish in the were to be removed from the adver-|insisted, do not create fashions. ferred cooperative advertising cam- 
minds of people the importance of The address of Secretary Wallace|tising business, it would have to|Merchants cannot mould public paign of i a “A seduntes may ma- 
advertising the functions and opera-| WaS apparently designed to sell ad-|fold up. We may occasionally ques- opinion, but only interpret it. And rear Rae os tha tout of 6 dettelen 
tions of the various branches of gov-| Vvertising men and women on the re-| tion some of the specific objectives | good roads, intersectional football ahs poate oe 
, s : of the Associated Coffee Industries 

ernment. If ever one thing needed | covery program, and to seek their|of advertising, as to the products to| games, etc., spread fashions much to dispatch a delegation to confer 
advertising publicity, it is govern-| cooperation with it, since in discuss-| be promoted, but we do say that|more rapidly today than was pos- with Brazil veiantie 
ment—national, state, county and|ing the theme, “The Nature of De-| fundamentally the psychology of ad-| sible formerly. ; P : : 
: ig i * ee : Ga “s : : ’ a However, the organization, meet- 
city. Our citizens are often in|sire,” he said that the objectives of|vertising is that through buying J. Leonard Heuslein, advertising}. Gages A P 

; Sd ‘ : : . ing in Chicago this week for its an- 
abysmal ignorance as to how govern- | advertising and of the Roosevelt ad-| more things people get more satis-| manager, John David, New York, aunl convention. seemed lees con- 
ment functions or how it is intended | Ministration are both in the direction | factions. Because the present ad-|supported Mr. Weintraub’s conten- R Z ‘ @ 

ay ‘ ‘ ed : : cerned with promotion than with 
to function.’ If this was true three|of a more abundant life. ministration stands for humanity|tions with reference to newspaper ae , : wake 
Rea : corp : : ” : ‘ é F : the ‘destructive price-cutting” de- 
years ago, it also is true today. There is much in common,” he|more than anything else, it stands|treatment of men’s fashions, point- A : 

” : : : ss ; pom leoasy ‘ ; .. |Cclared to be rampant in the industry. 

The drastic economic and social| said, “between what some of the|hand to hand with advertising. ing out that there is far less on this], ? 

: me - q : ‘ ; ; # Sales below cost, it was alleged, are 
emerge v required an unprece-|members of the administration are The Secretary reviewed his analy-| subject compared with the space de- x 
. ; ; , ¥ ‘ ; ‘. being made on both bulk and pack- 
dented ‘ree of governmental ac-|trying to do and what advertisers| sis of the problem of America as a| voted to women’s wear. Even the : : 
ti ie Tear ; : : : . : , ‘ . : .. | aged coffees of all grades, including 
on (née articipation in functions |are endeavoring to accomplish—to| creditor nation in selling large vol-| material now run, he insisted, is ; 
a ‘ : He ae ‘ re - . : advertised brands. 
not norma! vested in the govern-|stimulate desire and provide the| umes of exports while trying to col-| hackneyed, and does not appeal to Mies canvelition ubusbal easain- 
ment. means for a more abundant life. But | lect its debts and maintain its tar-| real men. It should be run as real tion peo ps Ae pat y Berio 

“There ive few groups which can|not enough industrialists have the|iffs, and justified control of farm|news and not boiler-plate, he in- Pemmbiie er . 1 asked: 

accept and fulfill the responsibility | understanding of Henry Ford, of the| production as the only policy which | sisted, and if the publication makes | ~ oo .—- * 


ules showing the minimum manufac- 
tured cost on various grades and 
packs of roasted coffee. These sched- 
ules will be based on the minimum 
cost of the most efficient type of 
operation. Members selling below 
the lawful minimum thus determined 
will be promptly prosecuted, accord- 
ing to this resolution. 

The code authority for the indus- 
try will also require the filing of 
copies of all existing long term con- 
tracts for the sale or delivery of 
roasted coffee. 


Fehrenbach Joins 


“Breeders’ Gazette” 


Samuel R. Guard, publisher of 
Breeders’ Gazette, national publica- 
tion for stock farmers, has announced 
the affiliation with that paper of A. 
J. Fehrenbach, as advertising di- 
rector. 

Mr. Fehrenbach, who formerly was 
connected with Class and Industrial 
Marketing, American Girl, and Chi- 
cago Journal of Commerce, will make 
his headquarters in the Chicago office 
of the publication, at 608 S. Dear- 
born St. 


Lombardo for Plough 

Starting Wednesday, July 11, Guy 
Lombardo and his Royal Canadians, 
will broadcast for St. Joseph Aspirin, 
a Plough, Inc., product. The program 
will be heard at 10 EDST on NBC 
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NATIONAL REPRESENTATIVES 


J. B. WOODWARD, Inc., 110 East 42nd Street, New York, New York 
GUY S. OSBORN, Inc., 360 North Michigan Avenue, Chicago, Illinois 
J. R. SCOLARO, 8-241 General Motors Building, Detroit, Michigan 
C. A. COUR, 205 Globe-Democrat Building, Saint Louis, Missouri 
J. B. WOODWARD. Inc., Russ Building, San Francisco, California 
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KITCHENS: 


ait iy 7) ss Rate #1 


3 Prod uct Sta 


THE Minneapolis Tribune, in 
cooperation with the Parent-Teacher 
Association, has just completed the 
most exhaustive consumer inventory of 
the Minneapolis market ever made, 
patterned after the Cleveland Press in- 
ventory. From actual checking of pan- 
tries and refrigerators, this inventory 
tells what women buy, where they buy, 
when they buy, and what they pay. It 


is a clear picture of the retail situation; 


an inventory, nota survey. For inventory 


facts about your product communicate 


with the advertising manager of The 
Minneapolis Tribune or any of our 


national representatives whose names a 
are listed at the left. 
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June 23, 1934 


URGE PUBLISHERS 
TO TAKE LEAD IN 
CLEANSING COPY 


Durstine, Collins Put Prob- 
lem Up to N.A.E.A, 


New York, June 19.—Newspapers 
were urged to tighten their advertis- 
ing regulations and eliminate ques- 
tionable copy in the interests of 
sound advertising, in addresses de- 
livered today at, 

t h e luncheon 
meeting of the | 
Newspaper) 
Advertising Ex- 
ecutives’ Associa- | 
tion. The speak- 
ers were Roy | 
Durstine, v ic e- 
president and 
general manager 
of Batten, Bar- 
ton, Durstine & 
Osborn, Inc., and — 
Kenneth Collins, 

assistant to the 

president, Gimbel Bros., New York. 

Mr. Durstine ascribed efforts to 
regulate advertising through legisla- 
tive enactment at Washington to ad- 
vertising’s own faults, asserting that 
one extreme had produced the other 
extreme of attempted severe regu- 
lation. Only sincerity on the part of 
advertisers, backed up by stiff regu- 
lations by publishers, will meet the 
situation, he declared. 


inal 


Kenneth Collins 


Publishers’ Responsibility 


In dealing with the problem of 
dishonest copy in the retail field, 
Mr. Collins asserted that much that 
is objectionable is stil appearing, 
and that it is up to publishers, as a 
plain business policy, to share with 
advertisers the responsibility of 
cleaning up advertising pages. Mr. 
Collins predicted a great era of pros- 


DID You 
KNOW ? 


There are 900,429 
people in Cleveland 

roper. You can se- 

ct as many as you 
desire of 56 theaters 
with a.combined 
weekly attendance 


of 332,658 people. 


NOTE: Facts on 
other markets will be | 
given in succeeding — 
issues. Or, write to 
General Screen Ad- 
vertising, Inc.—Wrig- 
Bldg., Chicago, — 


agg 


lt must register! 


GENERAL SCREEN ADVERTISING, INC. 
WRIGLEY BUILDING —-- 


’ : | 
perity, accompanied by unparalleled | greater opportunity than ever before 


opportunities for the successful use 
of advertising, if this immediate 
problem of the business is solved. 
“In 1933,” said Mr. Burstine, ‘‘ad- 
vertising was at its lowest ebb, not 
only in volume, but in tone. The ap- 
peals of fear, shame and snobbery 
were nailed to the mastheads of 
many advertisers. The result was 
the effort at Washington to enact ex- 
treme regulation of advertising. 


Publishers Can Help 


“Beauty and skill and power have 
been evident in many 1934 cam- 
paigns. They have demonstrated 
that advertising can be clean, con- 
structive, hard-hitting and success- 
ful. It’s a slow process to reform 
business from within, but we must 
do it ourselves or someone else will 
do it for us. 

“The publishers can help mightily 
in this work. They have ruled out 
a lot of bad advertising already, and 
they should go still further along 
this line, remembering that the big- 
gest money-makers in the publishing 
field have been the properties that 
have maintained the stiffest stand- 
ards as to copy. Questionable pub- 
lications—and the same thing applies 
to agencies—ultimately fall by the 
wayside.” 

Mr. Durstine suggested that well- 
meant sincerity, rather than merely 
staying within the letter while vio- 
lating the spirit of the law, is the 
great need of advertising today. The 
public resents being treated as mor- 
ons by advertisers, whose copy, in 
many cases, is so ambiguous that if 
the same method were used in writ- 
ing orders to suppliers, they could 
not be understood. 


Advertising Is News 


“Make advertising as accurate as 
the news,” he urged. “After all, isn’t 
that what it is?” 

Mr. Collins opened with a predic- 
tion that a period of unprecedented 
prosperity is ahead. The purpose ef 
the new deal is to provide a broader 
distribution of wealth at the base 
of the population, he explained, and 
this should not be alarming to those 
who are looking for rewards in a 
capitalistic society. There will be a 


2D APPEALS 


to increase 


your Profits! 


Tell your merchandising story as 
you want it told using these known 
result-producing factors. » » » 
1. Motion to demonstrate your 
product. » » » 2. Voice to de- 
scribe its use or purpose. » » » 
3. Color for actual reproduction. 
» » » 4. Only in motion picture 
advertising is there such direct 


appeal to both the eye and ear. 


CHICAGO, ILL. 


for men of intelligence and indusfry 

“There will be a much greater 
opportunity for the rank and file,” 
he predicted, “to use the products 
of American manufacturers. This 
means a golden opportunity and a 
golden era of advertising. With a 
broader distribution of wealth, peo- 
ple will be able to buy the things 
that advertisers have to sell. 

“Advertising during the past few 
years has been asked to perform 
miracles, and to get blood out of a 
stone. It has been asked to create 
desires, and then attacked for lack 
of purchasing power, on the fatuous 
reasoning that advertising had failed. 
Social conditions may have failed, 
but not advertising.” 

Mr. Collins said that advertising 
had actually demonstrated its abil- 
ity to sell goods during a period of 
depression, since retail sales de- 
clined little in number of units, but 
enly in dollar volume due to price 
declines. Retail advertising, he de- 
clared, continued to produce as great 
a volume of unit sales as at any 
previous period. 

He made the interesting prophecy 
that now many manufacturers whose 
research laboratories have been busy 
experimenting with the development 
of new and improved products, will 
offer them to the public in the im- 
mediate future, feeling that now is 
the time to promote them to popu- 
larity. The increased purchasing 
stimulated by the advertising of new 
and fascinating products, he _ said, 
will bring back rapidly a new era of 
prosperity. 


A Job for Publishers 


“During the past few months,” he 
continued, “advertising has been 
forced into a defensive position. It 
has been attacked by some as _ un- 
economic, by others as a racket. It 
is time for publishers to undertake 
to defend its social and economic 
implications. Advertisers respect 
publications which maintain the in- 
tegrity of their editorial columns, 
but it is time for publishers to show 
the public how advertising has 
spread the means of increased en- 
joyment. Decent reciprocity should 
be established between advertisers 
and publishers as between partners 
in a mutual enterprise. It is squarely 
up to the publishers.” 

He explained that what he had in 
mind was not an editorial apology 
for advertising, but the development 
of a definite philosophy of advertis- 
ing, showing what it has done and 
can do for the benefit of the public. 


He suggested, too, that this job 
could be better accomplished if 


newspapers were to replace some of 
their “solicitors,” who know little 
of advertising in its broader phases, 
with men who understand merchan- 
dising, and can counsel as to the 
proper and effective use of advertis- 
ing space. 

“The ethics of my craft,” he said, 
referring to retail advertisers, “is 
not as high as yours. 


Lies continue | 


to be very prevalent in advertising | 


columns. And you cannot take the 
attitude that it is none of your busi- 
ness. 
dence in your advertising pages. 
You should clean up advertising if 
cnly as a measure of sound buiness, 
sharing with advertisers the respon- 
sibility of making advertising all 
that it should be. 

“We have within our hands an in- 
strument capable of producing more 
successes and profits than we have 
ever dreamed of. Let us handle it 
intelligently, and not abuse it.” 


Virginia Editors 
to Convene July 19 


The 46th annual convention of the 


Virginia Press Association will be 
held at Charlottesville, Va., July 
19-21. 

Louis Spillman, president of the 
group, will discuss “The Code and 


the Regional Code Authority.” H. L. 
Snyder, Sheperdstown, W. Va., is to 
be one of the guest speakers. 


Galvin With Murrel Crump 


Jerome G. Galvin, for 14 years 
advertising and sales manager for 
Cc. J. Carter Lumber Company, and 
recently advertising manager of the 
Protected Milk Company, Kansas 
City, has joined the Murrel Crump 
Advertising Company as account 
executive. 


There must be public confi- | 


F.B.Heitkamp 


To Join Lyon 
About July 1 


Cincinnati, O., June 21.—Frederick 
B. Heitkamp, general sales manager 
of Cincinnati Milling Machine and 
Cincinnati Grinders, Inc., has _ re- 
signed to become a member of the 
executive staff of 
Lyon Metal Prod- | 
ucts, Inc., Aurora 
Ill., manufacturer 
of steel lockers, 
steel office equip- | 
ment, etc. Mr. 
Heitkamp will as- 
sume his new du- | 
ties July 1. 

Though Mr. 
Heitkamp has en- 
joyed waried ex- 
perience, his un- 
broken advance- 
ment while with 
the Cincinnati Milling Machine Com- 
pany enhanced his reputation in the 
industrial field. He joined the com- 
pany in 1921 as assistant advertising 
manager and was promoted succes- 
sively to advertising manager, sales 
manager and general sales manager. 

He graduated from Rutgers Uni- 
versity in 1917. At the close of the 
war he joined the General Motors Ex- 
port Company, New York, whieh he 
left to go to Cincinnati. 

His services as a speaker have 
been much in demand, and he has 
addressed numerous organizations in 
and out of the industrial field. 

Mr. Heitkamp was tendered a 
farewell luncheon at the Cincinnati 
Country Club last Saturday, being 
the recipient of a handsome wrist 
watch. 


Ford Maintains 
Position with 
Lower Prices 


ae 


F. B. Heitkamo 


Detroit, Mich., June 21.—Ford 
Motor Company, anxious to retain 
its enviable sales position in the low- 
price field, has joined in the general 
trend of motor car price reductions 
with cuts of $10 to $15 in list prices 
of 1934 Ford V-8 passenger cars and 
$10 to $20 in list prices of Ford V-8 
commercial cars and trucks. 

Announcements, however, empha- 
sized the fact that Ford prices have 
remained unchanged since the intro- 
duction of the 1934 Ford V-S last 
December, the Ford Motor Company 
not having participated in the recent 
general automotive price increase. 
Consequently, the company states, 
the reductions now announced are a 
decrease in the original prices. 

The standard and deluxe Tudor 
sedans, which are the most popular 
models, have been reduced == $15. 
Prices of other standard and deluxe 
types, not including the deluxe road- 
sters, phaetons and cabriolets, the 
prices of which remain unchanged, 
have been reduced $10. 

Although no _ special advertising 
was employed to announce the re- 
duction, it is being mentioned in 
current copy and on dealer broad- 
sides. 


Frank Hamilton Heads 
St. Louis Ad Clubbers 


The board of governors of the 
Advertising Club of St. Louis has 
elected Frank Hamilton, sales man- 
ager, Von Hoffman Press, president, 
succeeding E. H. McReynolds, Mis- 
souri-Pacific line. 

Other officers are Louis A. Zimmer- 
man, Buxton & Skinner Printing & 
Stationery Company, first vice-presi- 
dent; Gus J. Lehleitner, Victoria 
Company, second vice-president; Ar- 
thur E. Kaye, business manager, St. 
Louis Star-Times, third vice-presi- 
dent; George W. Coombes, St. Louis 
Community Council, secretary, and 
W. M. Sherrill, First National Com- 
pany, re-elected treasurer. 


WLS Has New Office 


Graham A. Robertson will be in 
charge of the newly opened New 
York office of WLS, Chicago, at 250 
Park Ave. The telephone is Plaza 
3-7370. 


COPY TESTING 
IS DISSECTED 
BY L. E. FIRTH 


New Book Questions Testers 
And Their Methods 


New York, June 21.—A warning 
that present methods of testing ad- 


|| vertising copy are not infallible, and 


that attempts to reduce good adver- 
tising to exact formulas may hurt 
rather than help, is emphasized in 
'“Testing Advertisements,” by L. E. 
|Firth, vice-president of McCann- 
Erickson, Inc., just published by the 
McGraw-Hill Book Company. 

The book is valuable in that it 
summarizes all available informa- 
tion, by quoting in dialog form from 
published books, addresses and ar- 
ticles, and in effect, cross-questioning 
proponents of various systems of 
testing copy. Among those quoted in 
this way are Kenneth M. Goode, Car- 
roll Rheinstrom, E. T. Gundlach, A. 
T. Poffenberger, Daniel Starch, Paul 
C. Olsen, Harford Powel, Jr., John 
Caples, Henry C. Link, George Gal- 
lup, S. H. Giellerup, Kenneth Groes- 
beck, Bernard Lichtenberg and many 
others. 

The methods described, analyzed 
and criticised by this question-and- 
answer method are the inquiry sys- 
tem, the epinion or ranking test, the 
sales area test, the recognition test, 
and the test by unaided recall. Mr. 
Firth indicates a marked preference 
for the sales area test, but points out 
the danger of overlapping effects be- 
tween different campaigns run in 
succession and of not having a suffi- 
cient period for the test. 

The inquiry test he believes is far 
more significant to the mail-order 
than to the gemeral advertiser, while 
he criticizes the recognition test, in 
which readers are asked to identify 


advertisements which they have 
read in specific issues of publica- 


tions, as failing to produce entirely 
sincere responses. The opinion test, 
he feels, shares the same weakness. 

“Most of the laboratory tests,” he 
remarks, “are old-fashioned and ex- 
tremely academic.” 

In general, Mr. Firth suggests in 
his book that experience, plus facts 
gained by current research, gives 
to the advertising practitioner judg 
ment in the creation of effective 
copy, and that to restrict it too un- 
duly through charts and formulas 
would destroy its spontaneity. To 
that extent he differs with the theory 
that in copy-writing more depend- 
ence should be placed on impersonal 
tests, and less on the cumulative 
experience of the advertising man. 
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—We MUST be good! 
PHOTOSTATS 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York ) bor All Branches 
Cleveland: Main 9335 
Dita {State 6013-4 
9° )State 5980-1 
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AlL ORDER ADVERTISERS 


M cut FOLLOW-UP Costs 


Medical .nd other Mail Order Adver- 
tisers—new idea in lowest priced “fol- 
low-up.” Cuts cost of mailings in 
half. Write for prices, samples. 


STAR-COURIER CO., Kewanee, Ill. 
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OUITH MOVES 


OUTH and south-west of the Mason-Dixon 
line the landscape is dotted with busy 
plants that are rewriting industrial his- 

tory. Here they are making entirely new raw 
materials and synthetic products. Here some of 
the more standard chemical raw materials are 
being produced by revolutionary methods in 
plants that defy comparison. 


Long recognized for cotton growing and textile 
manufacturing the south is swinging rapidly to 
diversified manufacturing...and no group of 
industries produces a greater variety of prod- 
ucts than the process industries. 


Chem. & Met's editors completed recently a 
searching tour of the section indicated in our 
map. They stayed for varying periods in a score 
of the newer plants, studying the latest tech- 
nology in producing basic chemicals. Notes 
were carefully made of the more important in- 


stallations of equipment, their types and makes. 
In exploring the newer processes they were ex- 
tended every professional courtesy as well as 
southern hospitality. 


What they learned will be useful to chemical 
engineers everywhere. They have carefully com- 
pounded the notes of this southern survey and 
will present them to the readers of Chem & Met 
in the August issue, from the angle of “Putting 
Plant Location on a Scientific Basis.” Thus 
while the August number will be distinctly 
southern in subject matter and a compliment to 
this growing section of the country its reader 
following will be as widespread as the whole 
chemical engineering profession. Much of its 
editorial material will be news. Manufacturers 
with products that have a news angle will find 
this issue of Chem G Met a _ built-to-order 
medium for exploiting such products. 


“CHEM « MET” 


CHEMICAL & METALLURGICAL ENGINEERING 
Published by McGraw-Hill at 330 West 42nd St., New York 


CHEMIC 


ALLY 


; 
 } 


TVA is only part of the 


industrial history that 


chemical engineers are 


making in the south 


As: 


. Here chemical engineers are dipping 


out the ocean for bromine with 
which to make our newest gasoline. 


.Here Southern pine is made into 


newsprint paper and 29° of the 
country’s Kraft wrapping paper is 
produced. 


.Here in the mud and tides of the 


Mississippi Delta chemical engineers 
produce sulphur in a plant that rests 
on 90 miles of piling. 


. Here is a $7,000,000 soda ash plant. 


Chemical engineers located in a dis- 
tant state labored for three years 
designing and equipping this huge 
plant. 


. Here are small strategically located 


plants supplying chemical raw ma- 
terials for petroleum refining and 
paper making—big process indus- 
tries in the south-west. 


. Here is the south’s first alkali project 


—another $7,000,000 undertaking 
which promises to become a new 
focal center of a diversified chemical 
industry. 


. And, of course, we can’t neglect to 


mention the U. S. Nitrate plants at 
Muscle Shoals producing phosphoric 
acid, fertilizer and ???. 
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PREMIUMS GET 
CURTISS TEST 
IN SOUTH BEND 


Sound Trucks Broadcast 
News to Youngsters 


South Bend, Ind., June 21.—Re- 
turning to the scene of his first big 
campaign for Baby Ruth candy in 
1923, Otto Schnering, president of 
the Curtiss Candy Company, Chi- 
cago, spent the week here directing 
a test which is to determine whether 
or not the company embarks on the 
distribution of $1,000,000 worth of 
premiums. 

For 100 wrappers from seven of 
its leading brands of five-cent candy, 
the company will give a $40 bicyele 
or a $40 Phileo radio. For 5@ wrap- 
pers from these brands, the company 
will award a $21 Sunbeam electric 
Mixmaster or a $25 Waltham watch, 
For 25, the prizes are a $4 Wilson 


baseball and glove or a $4 pair of 


Chicago roller skates. 


The promotion, which also gives } 
La 


the company an opportunity to intrbd- 
duce three new candy bars, pro- 
ceeded on a large scale amid much 
excitement among the small boys of 
the city. The Curtiss pageant em- 
braced 18 field men, two sg@tnd and 
display trucks, an advertising truck, 
two sniping trucks, two trucks filled 
with candy for filling depleted stocks 
and at least ten salesmen’g cars. A 
parade of the entire fleet was held 
Tuesday and installation of window 
displays began the following day. 


New Candies 


The new members of the Curtiss 
family are Moon Spoon, a chocolate- 
almond-coconut bar; Coconut Grove, 
similar in content, but comprised of 
dark chocolate; and a glassine pack- 
age of fruit drops, of various flavors. 

Newspaper advertising on a large 
scale will be initiated as soon as 
complete distribution is secured. 

The sound trucks, fitted up as dis- 
play rooms to show the premiums, 
carry broadcasting equipment, re- 
frigeration for candy, and advertis- 
ing literature. They will be used for 
several days in each of 25 cities in 
Which the premiums will be used. 

McJunkin Advertising Company, 


Chicago, handling the Curtiss ac- 
count, was generously represented 
here this week. Irving M. Tuteur, 


vice-president, directed much of the 
advertising. Mr. Schnering was ac- 
companied by E. V. Zeddies, vice- 
president in charge of sales, and Lee 
Bowles, assistant sales Inanager. Mr. 
Bowles will be given the assignment 
of training for similar cam- 
paigns in other states, if the first is 
successful. 


crews 


Classified Managers Pick 
C. M. Carroll of “Times” 


The Association of 
Classified Advertising Managers, 
convening in Cincinnati, re-elected 
C. M. Carroll of the New York Times 
president. Other officers: 


Newspaper 


William H. Pickett, Cincinnati En- 
quirer, first vice-president; H. W. 
Connell, San Antonio Express, sec- 


ond vice-president; C. T. Hardin, Co- 
lumbus Dispatch, treasurer; 

A. T. Powderly, Rochester, N. Y., 
Democrat Chronicle; J. A. MeDon- 
ald, Oakland, Cal., Tribune; Al Ball. 
Detroit Times; W. O. Sessions, Salt 
Lake City Tribune, and R. E. Good- 
all, St. Petersburg, Fla., Independent, 
directors. 


Seeks “Sponsor Members” 

The Association of Advertising 
Men of New York is inviting several 
hundred New York agencies and pub- 
lishers to join the organization as 
“sponsor members” and send any 
young man in their employ to attend 
meetings, 


Needham Conducts Course 


ham & Grohmann, Inc., New York, 
will give a course on advertising at 
the Cornell University summer 
school in Hotel Administration. 


International Magazine 


Promotes L. J. McCarthy 
Succeeding the late Frank K. An- 
| derson, L. J. McCarthy has been 
|}appointed director of the marketing 
division of the International Maga- 
zine Company. 

Mr. McCarthy was with the Ameri- 
|} can Locomotive Company before join- 


ing the staff of International Maga- 
zine in 1921, when he laid the foun- 
dations for the marketing division 


which he now heads. 

Among his activities was the de- 
velopment of the first “Marketing 
Map of the United States,” for the 
Hearst Magazines which has been 
widely distributed. 


. . . 
Laundries in Drive 

Kansas City laundry owners are 
following the 13-week campaign for 
laundry service sponsored by the 
American Laundry Machine Com- 
pany with a local campaign handled 
by Beaumont & Hohman agency. The 
present drive, for 13 weeks, is using 
half pages in the Sunday Star, and 
is said to he costing $27,000. 


.— EEE ——— 


for poultry and other feeds. 


Clo-Trate in 


Campaign for 
Branded Feeds 


21.- 


Newark, N. J., June Advanc- 


ling to dealers the advantages of 


selling branded feeds as opposed to} 
bulk and unidentified merchandise, 
Health Products Corporation will | 
launch an extensive new trade jour- | 
nal campaign this month on behalf 
of Clo-Trate, codliver oil concentrate, 


Copy Has Unique Treatment 
Plans for the campaign, as out- 
lined by Lake-Spiro-Cohn, Inc., Mem- 


phis, Tenn., which has just been 
awarded the Clo-Trate account, call 
for full-page copy along lines thus 


far unique in feed advertising. 
Health Products will be the first 
manufacturer outside the feed indus- 


; She Love S 


Succeeds on 


try proper to make such a contribu- 
tion to branded feeds. 

Copy throughout the will 
avoid any direct selling of Clo-Trate 
and will concentrate entirely on the 
merits of branded feeds as opposed 
to others. Only the Clo-Trate name 
and the Health Products Corpora- 
tion signature will identify the cam- 
paign with its sponsor. 

In charge of the campaign as ac- 
count executive with the Memphis 
agency is E. P. MacNicol,~known 
for many years to U. S. feedmen as 
secretary of the Southern Mixed 
Feed Manufacturers 
post he still occupies. 


series 


Changes at Schenley 


Maurice Mermey, publicity direc- 
tor of Schenley Products Company, 
has been named advertising director 
in charge of the merged advertising 
and public relations department. 
Ronald Freelander, advertising man- 
ager, has resigned to join Green- 
Brodie, Inc., New York. 


e Not 
Broadway 


9 


Association, a| 


Cole and Conroy Start 
Publishers’ Rep Firm 


John F. Cole and L. J. Conroy 
have organized a publishers’ repre- 


sentative firm with offices in the 
Hanna Bldg., Cleveland. Mr. Cole 
was formerly with the Cleveland 
News and Press and the Buffalo 
Times. 

Mr. Conroy was likewise on the 
staffs of the two Cleveland papers, 
and had also been on the national 


advertising staff of the Scripps-How- 
ard publications. 


Kerman Joins Bank 


Fred R. Kerman, past president of 
the San Francisco Advertising Club, 
and former vice-president of the 
P.A.C.A., has joined the staff of Pub- 
lic National Bank, New York. 


_ Managers Plan Meet 
The next semi-annual meeting of 
ithe Midwest Newspaper Advertising 
/Managers’ Association will be held in 
Kansas City, Mo., Labor Day and the 
Sunday preceding. 


Because they worn gol 


| 


| ge OF the outstanding success of the amusing comedy, 
“She Loves Me Not,” now playing to standing room only 
on Broadway, is a fiction story—a story that first appeared 
in The Saturday Evening Post. 

| Back of the impressive popularity of Jantzen Swimming 
_ Suits on the world’s favorite beaches is advertising—adver- 


| tising that was concentrated in The Saturday Evening Post. 
| Arrecent survey established the fact that the Jantzen trade- 
W. R. Needham, president, Need.) Mark is one of the best known in the country. 


The Jantzen Mills, located 


in Portland, Oregon, have 


| smashed the ancient tradition that success moves westward 


over the Rockies, that Western products rarely succeed in a 


big way in the East. 


Yet Jantzen Suits have been advertised only twelve years, 
advertised during their limited selling season, advertised 
almost exclusively in The Saturday Evening Post! 

What's that you’re wondering? How about the rest of the 
world’s best known trademarks? 

Strangely enough, or not so strange, when you come to 
think of it, you'll find them all among those present— 
regular, consistent advertisers in the pages of The Saturday 


Evening Post! 
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VACUUM CAN IS 
NOW OBSOLETE 
COFFEE CLAIN 


McLaughlin Introduces New 
Resealing Theme 


Chicago, June 21.—That their new 
glass jar has made the vacuum can 
obsolete by permitting users to re- 
seal their coffee in an air-tight vac- 
uum is the claim made by W. F. Mc- 


kegan, Ill., and Kenosha, Wis., 
where the company and the Phil 
Gordon Agency have made elaborate 
preparations to check on its effi- 
cacy. An inventory has been made 
of all dealer stocks in both cities. 
Stocks will be checked each Monday 
to reveal exactly how many pounds 
of coffee have been sold in excess of 
the usual average. 

The effectiveness of each advertise- 
ment will be further checked by 
counting the number of requests for 
free measuring scoops which are of- 
fered in the copy. The address in 
the advertisement is keyed in every 
case. 

Advertisements of 1,050 lines will 
appear every Thursday for four 
weeks and this week will be fol- 
lowed by 300-line copy on Friday. 

The advertising sets forth the 


flavor—the oils give coffee _ its 
strength,” continues the argument. 
“Once you open a vacuum can, the 
flavor-gases quickly and_ steadily 
force their way out through the 
loose lid of the can. Air circulation 
dries up the oils. Canned coffee 
which has been opened only two days 
loses fully one-fifth of its flavor and 
strength. It is still ‘fresh’ (no sign 
of staleness or rancidity) but the 
flavor has vanished and the strength 
is gone.” 


In contrast is the story of how} 
this flavor is retained by use of the | 
McLaughlin container: 

“Every roaster knew this and we| 
all wanted to find some way to keep 
the flavor and strength in your coffee | 
until the last ounce was used. When | 
packaging experts suddenly found a 
way to vacuum pack coffee in a glass | 


like a Mason jar. By simply screw- 
ing down the cap with your hand, 
you can seal your coffee up again— 
air-tight—every time you use it. Be- 
cause you prevent the flavor and 
strength from escaping, your last cup 
of coffee is as flavory as the first.” 


Oklahoma Press Men 
Select Henthorne 


N. G. Henthorne, editor Tulsa 
World, was elected president of the 
Oklahoma Press Association at its 
meeting at Claremore. Next year’s 
convention will be held at Enid. 

G. W. Archibald, Durant Democrat, 
is vice-president; and Fred E. Tar- 
man, Norman Transcript, was re- 
elected secretary-treasurer, 

Executive committeemen chosen 
are Jim Nance, Walters Herald; Lee 
Nichols, Bristow Record; Clyde 


Laughlin & Co. in a new campaign premise that coffee loses 
for Manor House coffee. 


Ace of June 16. ‘coffee bean.” 
The campaign is running in Wau-| 


its flavor jar, 
This test | because of the evaporation of “cer- chance to give you this extra flavor | 
4 was briefly mentioned in ApveRTISING |tain gases and oils contained in the in their famous Manor House coffee. 


“These very gases give coffee its fitted inside with a rubber ring, just 


a hit on every 


McLaughlin jumped at plasten  Winsberiey, 
Democrat; Bill Martineau, 
Livestock News; Merle 
Reno American, and P. 
ment, Yukon Sun. 


“This new jar has a screw cap, 


,|Muchmore, Ponca City News; Har- 
the | 
Altus 


Times- 
Oklahoma 
Wood, El 
B. Vanda- 


J antzen Suits are 


THE JANTZEN KNITTING MILLS 


authorize this statement: 


“We, at Jantzen, find it difficult to ex- 
press in adequate terms the true value 
of The Saturday Evening Post to our 
business. Actually it is inestimable. 

“In 1922 our advertising started in the Post. Ever since, 
the Post has been the foundation of all our advertising 
plans and expenditures. Now a recent survey has deter- 
mined that the Jantzen Red Diving Girl is one of the best 
known trademarks in the world and the best known trade- 
mark in the field of women’s wear. 

“This, we believe, is not only a tribute to our product, but 
an appraisal of the unmatched advertising power of the 
Post as a magazine everyone knows, believes and respects— 
for out of every dollar we have put into magazine advertis- 
ing we have invested 69 cents in The Saturday Evening Post.” 


beach 


ety start tn the POST! 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS 
AND LIFE TO THEIR CHARACTERS IS THE SAME POWER THAT GIVES 
NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 3 


CODE 


PORTLAND DONS 
GAY DRESS FOR 
PACA MEETING 


‘Important Afiliates Also to 
Convene 


Portland, Oreg., June 21.—The an- 
nual convention of the Pacific Ad- 
vertising Clubs Association, to be 
held here July 10-15, will attract 
three other important groups. The 
subsidiaries are the Classified Adver- 
tising Men’s Association, which in- 
cludes newspaper representatives; 
the western division of the Direct 
Mail Advertising Association, and 
the Pacific Advertising Agency Asso- 
ciation. 

The estimated combined total of 
visiting delegates to these several 
conventions is 1,000 persons. Each 
convention will meet separately, but 
it is planned to have an interchange 
of speakers at some of the general 
sessions and at 12 departmental divi- 
sion meetings. 

Among national figures scheduled 
for appearance at the convention will 
be General Hugh S. Johnson, who 
will speak at the opening session at 
Shrine Hall, Masonic Temple, June 
11. Others are Edgar Kobak, Don 
Gilman and Cyril Janske, in the ra- 
dio field; Robert G. Spears, Erpi Pic- 
ture Consultants, on motion picture 
advertising; George Kleiser, presi- 
dent of Foster & Kleiser Co.; L. M. 
Palmer, of the New York Times and 
Walter E. Allen, president of the Na- 
tional Editorial Association, in the 
newspaper field; and Dr. Miller Me- 
Clintock of the Albert Russell Er- 
skine Bureau of Traffic Research of 
Harvard University, on outdoor ad- 
vertising. 

To Have Contest 


Allen Rinehart, president of the 
Portland Junior Chamber of Com- 
merce has accepted the chairmanship 
of the three-minute speaking con- 
test, which will feature the Pacific 
Advertising Clubs Association con- 
vention. Rollin C. Ayres, of San 
Francisco, who originated these con- 
tests in 1919 at another annual con- 
vention in Portland, will assist Mr. 
Rinehart. The object of the contest 
is to stimulate research and original 
thought in advertising and business. 

On a scale of 100 points, 60 will be 
valued on “material and thought” 
and 40 points on “delivery.” The 
greatest weight is given to “material 
and thought,” so that the contestant 
whose arguments and _ illustrations 
show the most intelligent research, 
and whose viewpoint is the most con- 
structive or original, will win over 
the contestant who has only master- 
ful delivery. 


“Blue Eagle” Paper 
Charged with Violation 


The NRA’s new publication, “The 
Blue Eagle,” has been charged with 
violation of the regulations of the 
joint congressional committee on 
printing. 

“The Blue Eagle,” distributed 
under franking privileges to code au- 
thorities and others, carries repro- 
ductions of several advertisements of 
department stores. Although these 
are printed free, as examples, the 
committee’s ruling specifically pro- 
hibits advertising in any publication 
printed by the government printing 
office. 


Southeastern C manall 
Has ‘Buy Southern’ Drive 


The Southeastern Council, with 
headquarters in Atlanta, is planning 
to use magazines and newspapers to 
foster its “Buy Southern” drive. 

Hugh MacRae, Wilmington, N. C., 
is in charge of the research which is 
preceding the drive, and L. S. Frank- 
lin of Greensboro, N. C., will direct 
the field work. 


Four Name F. W. Ziv 


Advertising of Midland Mfg. Com- 
pany; Queen City Mfg. Company; 
Utility Products Company; and Capi- 
tol-Barg, all of Cincinnati, has been 
placed with Frederic W. Ziv, Inc., 
Cincinnati. 
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A Joyous Note 


as did Dr. Nystrom but added as his ae 
Re oe opinion that authority through the | 


codes for manufacturers to dictate 


taint By 


tbe resale prices would take business a re New York, June 20.—A note of . 
long way toward Utopia. ‘: | joyous anticipation, engendered by 

If the provisions for price fixing {= the government’s avowed intention = 

and market control now in the codes = lof stimulating foreign trade through ur 

are permitted to stand, individual ze the working out of reciprocal tariff of | 

Sales Executives Urged t0 econemic opportunity will be at an  |agreements, ran through the lunch- = 

- 09 end,” said Dr. Nystrom. a eon meeting of the International - 

Buckle Down to Work More Salesmen Needed : woe ee eee He 
i 1e keynote o e conference was 


Be i = ‘ be. 
ey Fo a ae iS DassEaN Babe EEN BaDEnEA nenn ae of 


“If all concerns must sell their se at struck by Harry Tipper, executive 


New York, June 21.—Agreeing 
that sales methods which were effec- 
tive prior to 1929 are fundamentally 
correct today, speakers on the pro- 
gram- of the sales executives’ con- 
ference held Tuesday as a depart- 
mental of the convention of the Ad- 
vertising Federation of America de- 
clared imaginary obstacles are bar- 
ring the way to sales potentials. 

Those who spoke on the day’s pro- 
gram included Dr. Paul H. Nystrom, 
professor of marketing, Columbia 
University; Ray Giles, author and 
former agency principal; Wm. H. 
Ingersoll, chairman, Ingersoll, Col- 
lier, Zoll & Norvell, Inc.; Ralph E. 
Caldwell, merchandise manager, 
Automatic Burner Corporation; 
Frank Lovejoy, sales manager, 
Socony-Vacuum Corporation; Merrill 
Sands, sales manager, Dictaphone 
Corporation; W. Wadsworth Wood, 
chairman, Visomatic Systems, Inc., 
and Ray Bill, editor, Sales Manage- 
ment. 


foods at the same price and under 
the same conditions, is it not fair 
to assume that the older and better 
established companies will have the 
decided advantage? 

“Whatever the outcome of the 
codes, the present outlook is that 
selling will continue to be as diffi- 
cult as ever. More, rather than less, 
salesmen will be needed. More, 
rather than less, advertising will be 
required, 

“If the code provisions succeed, 
the efforts of salesmen may be 
directed to service rather than to 
terms and price. If the code provi- 
sions break down, as they are likely 
to do, this country faces a period 
of the sharpest, hardest trading that 
we have ever seen. More and bet- 
ter salesmen will be needed to re- 
establish the broken channels of 
distribution and to reinstate’ ac- 
counts disgruntled by marketing 
changes made under the codes.” 

Tracing the origin and growth of 


TREND OF GENERAL NEWSPAPER ADVERTISING. 


cessful selling methods derived from | 
imagination and that the principles | 


product or service. 


Total and general newspaper advertising in 52 cities from January, 
1928, asta Mey, 1934. Charts by Media Records, Inc. 


| New NRA Rule 
Will Determine 


employed in this field could be used | 
successfully in the promotion of any 


That these methods are almost un- 


vice president, American Manufactur- 
ers Export Association, who presided, 
when he declared that “the opportu- 
nity for action is with us once more. 
The world is slowly recovering. Fur- 
ther difficulties will be encountered 
but we are better prepared to meet 
them. At least for the present we 
have a national policy that lends 
encouragement to our aggressive 
movement into international mar- 
kets.” 


Export Business Vital 


Declaring that figures on the im- 
portance of foreign trade to Ameri- 
can prosperity are sometimes mis- 
leading, Louis Wiley, business man- 
ager, New York Times, pointed out 
that “although our export trade 
takes only about ten per cent of our 
production, in 89 of 136 of our ma- 
jor industries it takes a lot more 
than ten per cent. It represents the 
difference between failure and pros- 


7 
Price of Soap perity for them, and on their failure 


of. or prosperity much of the national | 
economic welfare depends.” 

Advertising can help business and 
foreign trade by breaking down the 
prejudices against foreign trade both 
|here and abroad, Mr. Wiley said. 
“This will benefit trade because it 
will build the good will on which all 
trade must ultimately depend. It 


Allen Zoll, president, Ingersoll, the various types of chiseling which limited once imagination is prop- 
Collier, Zoll & Norvell, Inc., pre- trade associations hastened to deal erly directed and stimulated by voli- | 
sided at the morning session, while with under the codes, Mr. Ingersoll| tion was brought out in a report to| Washington, D. C., June 21.—Con- 
I. S. Randall, manager of institu- expressed his conviction that the de-|the meeting on his investigation of | flicting provisions in retail codes 
tional sales, Frosted Foods Sales velopment of all the important ob-|the wholly dissimilar methods used | governing the sale of toilet soap have 
Company, occupied the chair in the jectionable practices sprang from by nearly a score of the country’s | caused NRA to issue a special ruling 
afternoon. the failure to provide means for| most successful insurance salesmen, |} on this commodity. It provides that 
protecting trademark goodwill! One made the figure of his original! no retailer shall sell toilet soap at 


Extemporaneous Debate against appropriation and misuse by | proposal very low to tempt the pros-|less than six per cent above cost. 


Opening the meeting, Mr. Zoll retailers. Mos pect to make himself appear big by _Dissimilar loss limitation pro- will create markets here for foreign li 
cued speakers with a plea for action, Failure to distinguish between in- increasing the amount, another visions in the drug and grocery codes | goods, create demand and acceptance a 
asserting that if business had shown tangible trademark value and _the specialized in inducing childless made the new ordei necessary to abroad for American goods, and fa- b 
the initiative in helping itself that | Physical merchandise to which it is | couples to adopt children as the first} clarify the situation. It was made E 


: : . : cilitate the exchange of these goods.” 
President Roosevelt had exhibited | attached causes the same old befud-| step in his campaign, another sug-| clear, however, that the exemption c 


in helping the country, the United |dlement between price maintenance | gested the prospect’s life be insured |shall be regarded as tenner. a h 
States would now be enjoying the|and price-fixing which has confused | by his firm or employer in order to| Code authorities for the two indus-| \ A! \\iity MM MLY 
greatest prosperity in its history. courts, legislatures and  business/impress the prospect with his im-| tries shall meet within 60 days and} \ WY Yy, ‘ c 
“Business executives must forget | ranks for years,” he said. portance and consequent need of in-| Submit recommendations for a final N Y, i 
about codes, forget about govern- The Real Solution surance for his family, still another determination ot the issue. S Z t 
mental interferences and regulation, opened his campaign by showing the rhe provision which will govern = Z I 
buckle down to work, start a new “Advertising did much to create| prospect the answers he had re-/sales in the meantime is: ~~ = 
deal in their own companies and|trademark values and bring about} ceived to an advertisement asking “Provided, however, that no re- | = S F 
start getting more business,” said| conditions calling for remedy at-|for a safe investment for a widow’s tailer shall sell any soap so exempted | > Z ; 
Mr. Zoll. tempted through codes. Having | funds. ut a price less than six per aed = 3 I 
The morning session was enliv-|failed in an accurate diagnosis of Gives Depression Experience above ‘com to anch Tetatior, it being > = 
f ened by an extemporaneous debate|the cause of the difficulty, the code understood that ‘costs’ to the retailer| > @ : \ 
between Dr. Nystrom and Mr. Inger-| framers have failed to prescribe the Mr. Caldwell outlined the follow-| Within the meaning of this order] | * : ‘ 
soll, the former speaker declaring | correct treatment. ing philosophy formulated by his de- | Shall be the invoice or replacement hm 
7 the effort to standardize conditions “The real solution is price main-| pression experiences: cost, whichever is lower, atter deduc- ‘ 
of sale and fix prices through NRA|tenance which would allow individ- Build your sales plans on current | tion of all legitimate trade discounts : 


codes an outright menace, while Mr.|ual manufacturers to prevent the] field experiences; keep in touch with exclusive of cash discounts for 
Ingersoll held that price-fixing meas-| misuse by distributors of this prop-|all types of outlets; be intimately prompt payment, provided, however, 
ures, if applied judiciously, would|erty, and without agreement with | acquainted with sales personnel; be that any such retailer may sell any 
aid in protecting nationally-adver-| their competitors, permit the trade-| willing to demonstrate to salesmen such soap at a price as low as the 
tised goods. mark manufacturers to stipulate the|}the things you ask them to do; | Price set by any competitor In his 

The failure of price-fixing provi-| prices at which their products may]study motives; be conservative in | t™ade ares, for such soap it such F Ad oe M 
sions to bring about an improve-| be resold by dealers.” sales correspondence; do not with- competitor’s price is set in conform. or vertising en 


r j j Gi 2 : : ie TAS ; ing ity with this order and such retailer wy @! ry) Tio 
ment, Mr. Ingersoll pointed out, is Mr. Giles, whose subject was, | draw authority from a subordinate ’ , : ; : : NEW RI ¢ RI 4 N 
shall be 4 i ot 


due to the fact that authors of the | “Turning Imagination into Salesman-|to whom it has been delegated when not deemed in violation 


code failed to distinguish between {| ship,” said the life insurance field| he makes a mistake; be enthusias- this order if he immediately notifies Here’s a tonic that banishes all 
nondescript merchandise, which does | afforded the best examples of suc-}tic and develop vision. the nearest local retail, drug code worry about closing dates, mar- 
RES - —_ Pointing out the importance of |@Uthority of such action and all facts ket problems. 


pertinent thereto.” First—a quick dash to your 


maintaining the morale of salesmen, P 
Mr Caldwell anid . was ‘aaeaieieainee biomes home at Standish Hall . . re- 
Mr. Ci i i freshing shower. Then to horse 


Let Us Solve Your to make it evident to them that | Pry eetary Association along the winding trails in 


PREMIUM PROBLEMS a ne ‘Advertising Group Meets Central Park. (Or boating, or a 


come, ability, or prospects: brisk walk across the North 
WE means to this end he include a The recently appointed advertising Meadow.) 
1. Carry in stock premium merchandise in the widest variety. cere promotional procypws* and the committee of the Proprietary Asso- Home again for dinner in the 
2. Prepare and print premium catalogs e , ' ciation held an organization meeting excellent Standish Hall restau- 
3. Ship the earned premiums direct to the customers establishment 0° o* ral grades of | iation h n ¢ e ‘ § vent. Later, the theat ne 
4 Charge only for premiums so delivered salesmen ‘n vrie#*to insure frequent | June 15, indicating imminent action ant. Later,the theatre . . only 
5. Guarantee satisfaction with every shipment, using trade-marked articles ceiling }in launching a program of standards. five minutes by subway! 
almost exclusively. _eheatrcnadaaie | The committee, composed of Wil- S 
6. Sell at money-saving prices Mi Wy AF showed several eX-|);, ee, EE EE -_ Recreation & Convenience | 
liam Y. Preyer, chairman; Lee H. < 
5 ; } > the ler sales : Beseis hes : are part of the pleasure of living at 
You amy vr how * modern sales) Bristol, William S. Groom, James F. Standish Hall. Overlooking Manhat- . 
1. Avoid all investment in premiums ir,“> has vastly improved during| Hoge, and Frank A. Blair, plans to tan Square Park, just a few steps 
A ‘ 4 7 . a . . : , . 
2. Are relieved of all details a fie past 12 months with the use of|establish headquarters in New York ~_ ee Park, it has poventagse 
5. ‘Receiee expert advice and guetence -"1| a new type of sound visual equipment | With a staff of experts to make a forts. Ite complete leet nerves 
$ Retain your individuality—the catalogs, coupons and shipping Ia! a new ty} : sus ee haa, Ghom think to base tha sec orts. Its complete hotel service is 
ing under your name Z distributed through Western Union | > rte i en O Dase Its recom- efficient, yet friendly. 
5 Pay after your sales are made. Pe offices. Over 50 campaigns of lead- mendations, Apartments 
What Our Clients Think of Our Service ing national advertisers are now be- | of 2, > oF pend —, yc n | 
‘ epee ; arranged. Large closets, sma e 
“By saving us the expense of maintaining com og ase mache of = ing merchandised to dealers with Chitin Ad Club ay Fully caubeed serving pan- 
re e n our cz ov. ; wy rot . Ae ( “te ths. 
premiums listed 1 ur catalog, and by #2¢ amount of detai the aid of this new sales equipment, | tries and sunny exposures are 


plant in maintaining a 


mas ag other Wise NECESS2 jmler MSeeiie ea Picks New Trustees thoughtful features. Appointments 
vem aear { raloti, o§** " 


watel, Saag" fe than justified the cost of he said. : up-tothe-minute: rentals. down-to 
hike | marti a er iso — a <— New trustees elected by the Cleve- aa , 
The abore quotut fron? a tetter signed by the Advertising Man land Advertising Club for three-year Available today, a few unfurnished 
ager of one of the World's Largest Manufacturing Concerns A fac- 


; *\/terms ine > Chas. L. Eshlem: apartments on lease . . or newly 
Midwest Changes Address; erms include Chas. L. Eshleman, forabhel © gen pectic, fee oem 


| ® ~ s _ 

| president, Griswold-Eshleman Com- 
Adds Two New Accounts! ..... s. a. weissenburzer ealee for yourself—now| 
FREE BOOKLETS -Booklets covering every phase of premium advertising Approved by N.R.A. pany, 8. A. eissenburger, Sales pro- 


shit ies dendbek tn Seen, “Seed ih ee ts es ee Midwest Advertising Agency, Rock-| motion manager, Halle Bros. Com- 

Clerks and Salesmen Sample premium catalogs, used by national distrib- cy ford, Ill., has moved to new offices at pany. 

utors and wholesale grocers, alse will be sent if desired. No obligation 807 Manufacturers National Bank Sterling E. Graham, advertising aint Ail 
ittached to such a request, but it must be on letterhead showing nature - Bldg. manager, Cleveland i Dealer; 


simile copy of the original will be mailed on request. We have served 
them continuously fer over 16 years. 


Plain 


naoewainens — New accounts of the agency are|Chas. W. Mears, advertising coun- 
THE PREMIUM SERVICE CO.. Inc.. 8 West 18th St.. New York City General Refrigeration Sales Com-|selor, Cleveland News; and Harry W. 45 WEST S1 STREET: NEW YORK: 4 
E. W. PORTER. President pany, Beloit, and the Swords Com-|Dankworth, president, Dankworth| M. Spark, Manager Arthur Lee Direction 
: pany, Rockford. Company. 
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Eugene Greiner, 
52 Years With 
N. W. Ayer, Dies 


Philadelphia, Pa., June 21.—Eu- 
gene Greiner, reputed to have dis- 
bursed more money in the purchase 
of advertising space than any other 
man in the world, died suddenly last 
Saturday, June 16, 
in Philadelphia. | 
He was a member 
of the staff of 
N. W. Ayer & Son, 
Inc., for 52 years, 
for many years | 
representing the | 
firm in its rela- 
tions with pub- 
lishers. 

Mr. Greiner, | 
who was 74, was | 
known personally 
and highly es- 
teemed in the 
offices of nearly every magazine and 
newspaper in the United States. His 
name is carried on in the advertising 
world by two sons, G. Kirk Greiner, 
of Lansdowne, Pa., and E. Craig 
Greiner, of Winchester, Mass., both 
members of the Ayer organization. 

He is also survived by a daughter, 
Mrs. Louis McLean of Lansdowne, 
Pa., with whom he made his home. 
Interment was made in Arlington 
Cemetery, Drexel Hill, Pa. near 
Lansdowne. 


Eugene Greiner 


Ross Federal 
Claims Record 
In Fight Check 


New York, June 21.—What is be- 
lieved to be a new speed record for 
a radio audience check was hung up 
by the Ross Federal Service for the 
B. F. Goodrich Rubber Company in 
connection with the Baer-Carnera 
heavyweight fight June 14. 

The coincidental radio check was 
carried on by 95 Ross Federal serv- 
ice representatives in 7 cities while 
the heavyweight crown hung in the 
balance in the ring. 

At 10:47 Referee Arthur Donovan 
stopped the fight and awarded the 
championship to Baer. Exactly one 
hour later, the New York office of 
Ross Federal Service received ad- 
vance telegraphic reports of the radio 
check. At 9:30 the following morn- 
ing, it telephoned this advance re- 
port to Goodrich and at 10:15 it pro- 
vided an advance tabulation. 

At 5:15 on June 16, the research 
organization completed its job by de- 
livering a complete tabulation to the 
Goodrich advertising department. 


Ruebel to Mears 


Daniel A. Ruebel has been elected 
vice-president of Mortimer W. Mears, 
Inc., St. Louis agency. Mr. Ruebel 
is a past president of the Advertising 
Club of St. Louis, and was for six 
years a member of the faculty at 
Washington University, St. Louis. 


Youd) 
need this! 
Econo-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 


and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


Four New Clients 


To Kaufman Agency 


The Biggs Antique Company, Rich- 
mond, Va., using magazines, newspa- 
pers, and direct mail, and the Chev- 
rolet Dealers Association, using co- 
operative advertising in and around 
Washington, have appointed Henry 
J. Kaufman, Washington. 

Other new Kaufman accounts are 
the Potomac River Line, using news- 
papers, radio and direct mail, and 
Red Cross Beauty Products, maker 
of a line of skin and hair lotions 
and creams, using direct mail, news- 
papers and radio. 


Two Join Parker 
S. H. Ankeney and Lewis F. Carr 


\}have joined the contact and copy 
|| staffs of the Parker Advertising Com- 


pany, Dayton, O., agency. 


Editor Refuses 
To Support His 
Radio Charges 


Washington, D. C., June 21.—Re- 
fusal by Ogden Reid, editor of the 
New York Herald Tribune, to submit 
to the Federal Radio Commission 
data to support the newspaper’s as- 
sertion that the radio of the country 
is “largely restricted to government 
propaganda” puts the next move up 
to the commission. 

On May 18 the commission adopted 
a resolution requesting that Mr. 
Reid forward to Washington “any 
facts or material” to support editorial 


statements made in the Herald 
Tribune. 

In reply, Mr. Reid stated that “on 
further consideration, I have con- 
cluded that preference should yield 
to principle. Accordingly, I respect- 
fully decline to render you an ac- 
count concerning our editorial com- 
ment, which expressed our reasoned 
and sincere conviction.” 

The editorial which created the 
tempest quoted the Federal Radio 
Commission as issuing this state- 
ment: 

“It is the patriotic, if not the 
bounden and legal duty of all licen- 
sees of radio broadcasting stations, 
to deny their facilities to advertisers 
who are disposed to defy, ignore, or 
modify the codes established by the 
NRA.” 


Nelson to Make New 
York His Headquarters 


S. F. Nelson, general manager of 
the Fawcett Publications, Minneapo- 
lis, has established his headquarters 
in New York. 


He has spent much of his time 
there for the past two years, and 
from now on will use the New York 
office as his permanent base of oper- 
ations. The address is 52 Vanderbilt 
Ave. 


Chrysler Has Monthly 


The first edition of “Chrysler Mo- 
tors Magazine,” was mailed last week 
to the homes of all men and women 
employed in the Chrysler corpora- 
tion’s five plants. The publication, a 
“super house organ,” has a circula- 
tion of 70,000. 


CODE 


SEMEL AE 


‘Like THE EXPRESS ELEVATOR 


When you go to the national women’s market, take the express. 


That market, in its essence, lies between the ages of 20 and 50—the 


Second-Score-and-Ten. Before a woman reaches twenty, her buying is 


insignificant. After she reaches fifty, her buying tapers off sharply. But 


in her twenties and thirties and forties, a woman does most of the buy- 


ing of her lifetime. In those years she marries, makes a home, rears 


children. In those years she does the buying, not merely for herself but 


for her husband, her children and her home. It is in those years that 


she experiences both the need and the incentive for cosmetics. Those 


are the important years for the advertiser. 


In 1926, Delineator was redesigned editorially to appeal to women 


in their twenties and thirties and forties. This was a revolutionary and 


important change. And it worked. 


‘Today Delineator has a larger percentage of readers in that buying 


age-span than any other women’s magazine. Delineator is the advertiser’s 


express elevator to those floors of the women’s market on which it pays 


to get off and do business. 
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il zens from other walks of life, the Story, Charles Blum, Louis W. TVA HEAD INSPECTS NEW G-E APPLIANCE 
Club Unvel S placque was unveiled by the sculp- Wheelock, Jack Lutz, Karl Btoom- | wos oa 7 
© tress who created it, Mme. Suzanne ingdale, Rose Stewart and Charles; jf , 
Curtis Plaque Silvercruys-Farnam. It was a labor! H. Eyles. 


In Philadelphia 


Philadelphia, Pa., June 21.—The 
late Cyrus H. K. Curtis was memo 
rialized Monday when the Poor 


Richard Club, of which he was a dis- 
tinguished member, unveiled a 
bronze placque bearing the publish- 
er's effigy. The 84th anniversary of 
Mr. Curtis’ birth appropriately 
selected for the tribute. 

The placque bears this inscription: 
“Poor Richard Club honors the 
memory of a distinguished Member 
—Publisher—Philanthropist — Expon 
ent of the highest ideals in advertis- 
ing.” 


was 


In the presence of a throng of ad- 


of love, as the artist testified that 
through the generosity of Mr. Curtis, 
she was able to erect an orphanage 
near Ostend as a memorial to Ameri- 
can generosity to her native Belgium 
during the war. There are now beds 


in this home bearing the names of 
Mr. Curtis and the Poor Richard 
Club. 


The speaker of the day was George 
Horace Lorimer, related Mr. 
Curtis’ early tribulations with the 
Saturday Evening Post and his im 
perishable faith in the future of that 
paper. 

The placque, measuring 21 by 25 
inches, will be placed just inside the 
main entrance to the clubhouse. 
Among those at the luncheon were 
A. Atwater Kent, Robert McLean, 


who 


vertising men, publishers and citi-| P. 5S. Collins, John C, Martin, H. C. 


DISCOVERED BY 


of a successful screen test. 
smart advertiser insists on 


test on a small scale, befor 
national publications. 


Hartford, with its 


No producer would think of casting an un- 
known for a star role without the reassurance 


making potentialities in advertising by a copy 


Such alert advertisers find the Hartford Times 
an ideal test medium. They have found that 
220,000 consumers—its 
$136,000,000 retail sales—its diversified indus- 
try and high level of prosperity is an ideal 


HOLLYWOOD FUTURE STARS 


SCREEN TESTS * 


HARTFORD FUTURE SALES-MAKING 


ADVERTISEMENTS DISCOVERED BY TIMES’ TESTS * x 


J. S. Davidson, Radio 
Expert, Joins Federal 


John S. Davidson, until recently 


radio director of Ruthrauff and Ryan, | 


Inc., has been appointed plan and 
program director of the radio de- 
partment of the Federal Advertising 
Agency, Inc., New York. 

His experience includes four years 
with the National Broadcasting Com- 
pany and several years as_ radio 
counsel. 


. . 
Davey Joins Odlin 
George Davey, free lance writer, 
has joined John W. Odlin, Inc., Wor- 
cester, Mass., aS copy writer, to spe- 
cialize in advertising to the women’s 
and children’s market. 


~ k* &k ke *& 


Just as many a 
discovering sales 


e using expensive ford homes, has 


ries the third greatest advertising lineage of 
all U. S. six day papers. 
a great “buy'—whether you're running test 
copy or general schedules. 
more about Hartford, the Times and the serv- 
ices we are prepared to put to work for you! 


test city. And that Hartford's reaction through 
the Times makes it possible to run selling 
advertising in national publications. 


The Times goes to 93°, of all Greater Hart- 


60,000 daily circulation, car- 
At |5c a line it's 


Let us tell you 


FACTS ABOUT H 


27.3% of all Hartford families 
tional per capita average. 
Department store sales are o 


national per capita average. 


tional average. 


Retail sales in Hartford are over twice the na- 


$848 bank savings per capita—well over the na- 


ARTFORD 


paid income taxes. Famous 


Typewriter Co., 


ver four times the 
sales maps. 


FACTS ABOUT HARTFORD 


insurance companies—Pratt & Whitney 
Aircraft Co., Underwood Typewriter Co., Royal 


employment—keep Hartford a “bright spot’’ in 


(All statistics quoted from A.A.A. Market and 
Newspaper Statistics, reports of June 30, 1933.) 


and similar industries diversify 


Established 1817 


NEW YORK 


It pays to test 


he Hartford Times, 


HARTFORD, CONN. 


Represented by: J. P. McKINNEY & SON 


CHICAGO 


A GANNETT NEWSPAPER 


SAN FRANCISCO 


it first... In Hartford 
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“A.A.” Dailies 
Win Praise at 
A.F.A. Meeting 


New York, June 21.—The daily 
convention special issues of APVERTIS- 
ING AGE, Which have been a warmly- 
welcomed feature of the A. F. A. con- 
ventions since they were first pub- 
lished, at the meeting held in New 
York in 1931, were distributed on 
Tuesday and Wednesday by attrac- 
tive girls garbed in the clever 
dresses, printed with pages from a 
previous issue of the paper, which 
drew so much favorable attention at 
the recent A. N. A. meeting in Chi- 
cago. 

Resolution Expresses Thanks 


The dailies featured the _ chief 
points of interest of the previous day 
in each case, with special emphasis 
on the entertainment and on person- 
alities, with the program for the day 
and the popular front-page “Copy 
Cub” column, as well as a timely edi- 
j}torial. A new feature which was 

much appreciated was the list of out- 
| of-town visitors, with their hotels. 

| One of the resolutions adopted at 
the closing session of the Federation 
expressed the thanks of the organiza- 
tion to ADVERTISING AGE for its coop- 
eration in making the convention a 
The editorial staff which 
produced the daily consisted of G. D. 
Crain, Jr., Kenneth C. Crain, W. E. 
Dunsby, Harold Monahan, and Keith 
Paxton. 


success. 


Ban on Use of 
Scrip Stayed; 
Premiums Hit 


Washington, D. C., June 21.—Two 
rulings governing the use of prem- 
iums or scrip were made this week. 
The scrip provisions of the retail 
jewelry trade and the retail food 
and grocery trade were stayed until 
Dec. 1, while the premium prohibi- 
tion in the bakery code was put into 
effect. 

The 


code 


original order approving the 
specified that the premium 
clause should be stayed pending fur- 
ther investigation. This order has 
now been revoked. It was stated that 
a survey showed that only 14 of the 
country’s 25,000 bakeries favor the 
use of premiums. 

The stay of the 
of the jewelry and food codes by 
NRA was taken to give the com- 
mittee headed by Dr. Charles Fowler, 
of the City College of New York an 
opportunity for study of the 
nomic and social implications of the 
ban. 


scrip provisions 


eco- 


Florsheim Names Agency 

Florsheim Shoe Company has ap- 
pointed Fletcher & Ellis to direct na- 
tional advertising on women’s shoes, 
leffective July 1. H. W. Markward, 
|formerly of True Story, has joined 
| the agency's Chicago office. 


David E. Lilienthal, TVA director, and Walter J. Daily, of G-E's elec- 
tric refrigeration department, look over the new low-priced combi- 
nation G-E range and refrigerator. 


Magic Chef to 
Wage Fight on 
Obsolescence 


Cleveland, O., June 21.— The ob- 
solescence theme will be employed 
by the American Stove Company in 


a fall campaign in behalf of the 
Magic Chef range. Such curiosities 
as the old coffee grinder, wooden 


wash tub, hitching post and hansom 
cab will be pictured in an effort to 
make the women of the country real- 
ize that the gas range which is a few 


years old is almost equally ineffec- 
tive. 
Has Special Features 
The campaign, to begin in Sep- 


tember, will run through November, 
with five magazines carrying six ad- 
vertisements. On the list are De- 
lineator, Good Housekeeping, Ladies’ 
Home Journal, Saturday Evening 
Post and Woman's Home Companion 
A panel on a Ben Day background 
will tell the story of the modern 
range crisply. It will emphasize such 
features of the 1934 Magic Chef as 
the new top burner, top burner 
lighter, high burner tray, Lorain 
oven regulator, and many other in- 
novations which bring something of 
the engineering viewpoint into the 
kitchen. 
Richardson-Plant, Inc., 
of the new campaign. 


is in charge 


“Sunset” in East 


Lane Publishing Company, San 
Francisco, publisher of Sunset Maga- 
zine, has opened an eastern advertis- 
ing office at 420 Lexington Avenue, 
New York. Joe Payez is in charge. 


“Pages” f 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
—covering Il major 
headings about radio, 
mewspapers, far.a, 
trade or general maga- 
zines (regional or national) —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as “’questionnaires.”’ ¢ ¢ Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 


500 Sansome Street San Francisco 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


AUTOMATIC LETTERS 


Any Quantity—Low Rates 


Mail Advertising 
TANKS Service 


Send for Free Booklet—‘Brass Knuckles” 
317 Fifth Ave., Pittsburgh, Pa. ATiantic 1290 


COPIES 


= LET US SERVE YOU a= 


33 W.ADAMS ST. CHICAGO i 
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GROCERS SEEK _ Hudson Promotes 


PROTECTION OF 
PROFIT MARGIN 


Ask for Adequate Advertised 
Selling Prices | 


Chicago, June 21.—The National 
Association of Retail Grocers, in con 
vention which closed here today, 
passed a resolution deploring the | 
practice of food products manufac- | 
turers of advertising a retail price 
for their products which does not 
provide a “fair margin of profit for | 
the food distributor.” The resolution 
was brought to a vote from the floor 
of the convention and supplemented 
one previously adopted which re- 
ferred only to such practices by 


manufacturers in their national radio | 


programs. 

While the action of the meeting 
may seem to be a right-about face of 
the position the association has 
hitherto taken in its endeavor to 
have the manufacturer establish a 
minimum retail price for his goods, 
the decision was precipitated by the 
practice of several producers who, 
members” stated, are mentioning 
prices in their promotional efforts 
which do not allow the retailer to 
break even on the merchandise. If 
prices are used in any form of adver- 
tising they wish the manufacturer 
to make them high enough to pro- 
tect the retailer in every section of 
the country, some of which because 
of location and trade conditions have 
higher costs of distributions than 
others. 


Want One Code Group 


The convention voted also to peti- 
tion the NRA to coordinate all codes 
on retail food distribution under that 
of the National Association of Retail 
Grocers, it covering the largest group 
of distributors of food products. The 
resolution to this effect specifically 


mentioned the retailers of milk, 
bread, meat and tobacco. 
That the retail food merchants 


have not overlooked the move on the 
part of the retail drug interests to 
prohibit grocers from dispensing 
products they believe should only 
be offered by the corner drug store, 
was indicated by a resolution which 
was not brought to a vote. The prop- 
osition was referred to the national 
executive committee for direct nego 
tiation 
tion. It would have placed the asso: | 
ciation on record as opposed to the 

dispensing of foodstuffs in the same 

premises where medical prescrip 

tions are compounded. 

The National Association of Retail 
irocers, it was announced, will spon. 
sor no more national food shows, the 
last having been held in Kansas City 
in March. 

The association will move its head. | 
quarters from St. Paul to Chicago | 
Aug. 1, offices having been taken at 
360 N. Michigan Ave. 

A public hearing will be held at 
Washington on proposed amend- 
ments to the retail food code on 
July 11. 


Brewer Picks Murphy 


The Philadelphia office of Carroll | 
Dean Murphy, Ine., has been ap-| 
pointed to handle advertising and | 
sales promotion of the Philadelphia | 
Brewing Company. Outdoor” and} 
newspapers will be used. 


How come five plants? | 
FAST 
service, son! | 


PHOTOSTATS | 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York eo, All Branches 


Cleveland: Main 7335 


; _\ State 6013-4 
Chicago ) cate 5980-1 


Barit and Baits 


A. Edward Barit, continuing as 
vice-president and treasurer of Hud- 
son Motor Car Company, has been 
elevated to the position of genera’ 
manager. He has been with the com 
pany for 25 years. 

Stuart G. Baits, who has been with 
Hudson for nineteen years, will add 
the duties of assistant general man- 
ager to his present position as head 
of the engineering department. 


Changes Spots! 

Fred S. Vorn, for eight years as- 
sistant advertising manager for 
Studebaker and more recently sales 
promotion manager, has entered the 
retail automobile business in South 
Bend, Ind., with a Chevrolet fran- 
chise. 


Deplores Lack 
Of Funds for 
Tourist Copy 


New York, June 21.—‘It is amaz- 
ing that our government has not ap- 
propriated funds to stimulate travel 
throughout the nation as do foreign 
countries, who spend billions yearly 
for that purpose,” Charles F. Hat- 
field, manager, St. Louis Convention 
and Publicity Bureau, told the Amer- 
ican Community Advertising Asso- 
ciation, of which he is president, at 
its session Tuesday morning. 

“This association and the Interna- 


tional Travel Federation have been! 


sndeavoring to get the United States 
government to cooperate in a far 
reaching and effective campaign to 
attract visitors to and throughout 
this country, but the depression 
thwarted these efforts. 


Explains Purpose 


“The purpose was to establish a 
travel division sponsored by the gov- 
ernment and operated along educa- 
tional lines through the Department 
of Commerce. The function of this 
division was to get the communities 
to list their attractions, historical 
points and natural resources, etc., 
and to give national and interna- 
tional distribution to literature de- 


|scribing the attractions and advan- 


tages of every section of the coun- 
try.” 


Offers New Booklet 


The Synthane Corporation, through 
its agency, John Falkner Arndt & 
Co., has produced a pocket size book- 
let on Laminated Bakelite, contain- 
ing samples of the product. 


Sodoski Joins Brewer 


J. B. Sodoski has been appointed 
advertising manager of the Bridge- 
port Brewing Company, Bridgeport, 
Conn., which recently began manu- 
facture and distribution of its Tiger 
Cream ale and a Bavarian-type lager. 


Takes Owar J 


The Tupelo, Miss., Journal, estab- 
lished in 1872 by the late George P. 
Herndon, is now being published by 
an organization headed by George A. 
|'MeLean, formerly of the Greneda 
Sentinel. 


with the druggists’ associa- | 


HE circled quotations are from 

the Constitution of the Society 
of Automotive Engineers. They es- 
tablish the requirements for join- 
ing the Society, members of which 
make up S.A.E. JOURNAL circula- 
tion. 


An exacting routine has been 
set up to maintain the selectivity 


C8 Member grade in the Society of Automotive Engineers | 
shall be composed of persons . .. who by previous technica! 


training or experience or by present occupation are quali- 


fied to act as designers or constructors of complete auto- 


motive apparatus or their important component parts; or to 


exercise responsible technical supervision of the production 


of materials . . . . or to take responsible charge of automotive 


engineering work, including operation or maintenance; .... 


C9 Associate grade shall be composed of persons who are 


engaged in the automotive and related industries in a respon- 


sible commercial or financial or manufacturing capacity, 
or who are so connected with the automotive and related 


industries as to be competent to cooperate with automotive 


_ engineers. 


of membership in the S.A.E., and 
consequently of JOURNAL read- 
ers. 


When you buy space in the 
JOURNAL for advertising your 
product to the automotive indus- 
try, you are assured of reaching 
engineers and executives who 
have had to prove their right to 
become members of the Society 
of Automotive Engineers. 


There is no finer system of cir- 
culation control, and the proof is 


found in the S.A.E. Roster which 
lists the business connection of 
every member of the Society. 


N S.A.E. JOURNAL represen- 

tative will be glad to give you 
for examination a copy of the 
S.A.E. Roster. Let you own eyes 
“audit” it, 


No other automotive publica- 
tion is in a position to offer so out- 
standing a proof of its leadership 
in terms of prominent subscribers 
and complete coverage of the 
industry. 


JOURNAL 


Published by the SOCIETY OF AUTOMOTIVE ENGINEERS, INC, 


TWENTY-NINE WEST THIRTY-NINTH STREET, NEW YORK 
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PROMOTION MEN 
GET “LOWDOWN” 
ON THEIR WORK 


Duffy, Marshall Urge More 
Factual Selling 


New York, June 21.—What proved 
to be the most interesting session of 
the Newspaper Promotion and Re- 
search Managers Association in con- 
nection with the A. F. A. convention 
this week was that held Tuesday 
afternoon when an advertising man- 
ager and an agency space buyer told 
the newspaper promotion managers 
what was wrong with the way they 
presented their respective mediums 
to buyers. 

At the concluding session of the 
group yesterday, Vaughn Weidel, pro- 
motion manager, New York World- 
Telegram, was elected president, suc- 
ceeding Jacob Albert, promotion and 
research manager, Detroit News. 
J. A. Swan, promotion manager, Des 
Moines Register and Tribune, was 
elected secretary. 

Speakers at the Tuesday afternoon 
session were T. S. Marshall, adver- 
tising manager, Shell Eastern Petro- 
leum Products, Inc., and Ben Duffy, 
vice-president of Batten, Barton, Dur- 
stine & Osborn, Inc. 

Mr. Marshall's major point was 
that newspapers, in their promotion, 
have turned their attention to com- 
peting newspapers rather than com- 
peting mediums. 


Must Dig for Information 


“It is truly surprising that pub- 
lishers ignore such facts (on cover- 
age, costs, value of prospect and 
flexibility) in the solicitation of 
space,” Mr. Marshall said. “It is im- 
possible that publishers have less re- 
gard for newspapers as a medium 
than the advertisers themselves, yet 
the advertisers must dig out for 
themselves the facts on which to dis- 
tribute their advertising appropria- 
tions. 

“Radio has its networks, outdoor 
has Outdoor Advertising, Inc., as its 
promotional agency, magazine costs 
are large enough to justify elaborate 
individual presentations, but it seems 
that the solicitation for newspapers 
continues to be a game of ‘dog eat 
dog’ and ‘the devil take the hindmost’ 
within the medium.” 

With competitive mediums skim- 
ming the cream from national adver- 
tising budgets unchallenged, the in- 
crease in magazine lineage and the 
congested condition of radio net- 


. for business or pleasure, 

* you'll find that the Lincoln, 

. one ofGotham’slargestand — 
newest hotels, offers you — 
superior accommodations for i 
your hotel dollar in NewYork. — 

- ©1400 outside rooms, each with — 
bath and shower, cabinet radio 
and servidor...plus all the advan- 
tages of a4 star hotel in NewYork. 

| @69 theatres within six blocks. 


HOW THE SPEAKERS' DAIS LOOKED AT THE OPENING LUNCHEON 


% wints ies Poe 


Boning cep enema se rua 


eee 


* 


= . _ 
rto%- ‘s-7 AEs es 
ue Pts = . 


Charles Murphy, 


works and poster plants, newspaper 
publishers certainly should have 
food for thought, Mr. Marshall 
opined. 

Using an oil company as his exam- 
ple, Mr. Marshall detailed the steps 
the advertising manager had to go 
through to determine how to split 
his appropriation, and in doing so, 
pointed out how newspapers had an 
excellent story to tell on the matter 
of consumer coverage, type of reader, 
timeliness and flexibility, and = as- 
serted that while this was precisely 
the kind of information buyers 


wanted, newspaper promotion gave 
them very little of it. 
How Petroleum Is Sold 
In stressing the fact that “class” 


coverage is of little importance to 
the petroleum marketer, Mr. Mar- 
Shall revealed that an analysis of 
charge accounts made by an oil com- 
pany showed owners of high priced 
cars buy $16 worth of petroleum 
products per month; owners of me- 
dium price cars buy $14 worth a 
month; and owners of low priced 
cars, $11. If these results are 
weighted in accordance with the nu-- 
merical importance of each group, he 
said, it will be found that owners of 
low priced cars buy 58 per cent of 
all the gasoline. 

Mr. Duffy urged greater simplicity 
in getting the newspaper’s story over 
to agencies and advertisers, and also 
that newspapers try to visualize 
themselves and their markets for the 
benefit of space buyers, none. of 
whom have had time to become ac- 
quainted, as they would like to, by 
a personal visit to the market and 
by study, while there, of its advertis- 
ing mediums. 

“Most space is bought on impres- 
sion,” Mr. Duffy said. “It is the opin- 
ion and appreciation of the buyer for 
the publication that usually closes 
the sale—and this is true whether 
it means the sale of one copy to a 
subscriber or a 20,000-line contract 
to an advertiser. 


Cultivate Them All 


“Who is the buyer? When I talk 
of the buyer of advertising I am not 
referring alone to the agency space 
buyer. I am thinking in broad terms 
and include the account representa- 
tive, the advertising and sales man- 
ager of the client, the jobber and the 
dealer. At some time or another all 
of the above have opportunities to 
approve or disapprove of your publi- 
cation. It is sound business, there- 
fore, to consider them all in your 
selling plan. 

“Newspaper promotion, therefore, 
should endeavor to build up an ap- 
preciation and identity for the mar- 
ket area, the editorial policy of the 
paper and the circulation.” 

Newspaper promotion and adver- 
tising should not be directed against 
the advertiser and agency alone, but 
also against its reading audience, 
since that is what the potential space 
buyer is most concerned about, Mr 
Duffy said. Slogans help to create a 
lasting impression in the space buy- 
ers’ minds. He quoted “All the News 
That’s Fit to Print.” “The World's 
Greatest “The 49th 
State” among others as establishing 
the paper’s identity and market in 
the advertiser’s mind. 

Newspaper 


Newspaper,” 


advertising salesmen, 
Mr. Duffy said, have ascribed the fact 


|that certain newspapers receive so 


much business to the reputation they | 


Colby Chester, and Gilbert Hodges, among others. 


Distinguishable in this view of a portion of the dais at the opening A.F.A. luncheon are Edgar Kobak, 


have established and the impression 
they have built up among advertisers 
and agency executives. If so, it indi- 
cates the power of well-directed pro- 
motion and “is a tribute to these 
newspapers rather than an argument 
against them.” 

“The promotion campaign,” he con- 
tinued, “should be separated to cover 
both of the publishers’ markets— 
i. e., the consumer market repre- 
sented by the readers of the news- 
papers and the advertising market 
which is responsible for the advertis- 
ing revenue. Both are subject to 
promotion and advertising. Neither 
can exist, to any great extent, with- 
out the other. 

“What is the value of advertising 
to the publisher? Has he an adver- 
tisable product? These questions are 
often asked. They are difficult to 
answer because publication advertis- 
ing like commodity advertising 
makes people react so that they are 
not conscious of the fact that they 
are being influenced by the adver- 
tising.” 

Mr. Duffy told that he had con- 
ducted a test to see what papers 
came first to minds of advertising 
executives. They were asked to jot 
down names of what they thought 
were the foremost newspapers in 25 
leading cities. Few of the executives 
knew the technical facts about the 
newspapers. The results showed cer- 
tain publishers have created an im- 
pression in the minds of those who 
are important in the distribution of 
space, and impressions figure in 
meetings to make up schedules. 

Advertising men do read newspa- 
per copy in the trade press and also 
their direct mail pieces, Mr. Duffy 
assured the group. Simple and fast 
moving copy is the surest way to get 
the promotion material read. he 
added. This can be appreciated when 
it is realized that the space buyer 
interviews 70 to 80 people a week. 


Too Much Emphasis on Lineage 


Newspapers in their promotion 
have been stressing lineage and cir- 
culation figures, while magazines 
generally have emphasized editorial 
content, Mr. Duffy said, and the 
space buyer would be aided in get- 
ting a better impression of the news: 
paper if it advertised its news fea- 
tures and physical aspects. He also 
recommended that salesmen bring in 
copies of the front page occasion- 
ally to keep the space buyer’s -im 
pression of the paper alive and grow- 
ing. 

He complimented newspapers for 
carrying on more consumer research 
work. He said if salesmen kept the 
agency informed on what their pa- 
pers are doing for other national ad- 
vertisers, they would always be wel- 
come and such visits made occasion- 
ally in the course of a number of 
years would give the agency an ex- 
cellent picture of the paper and mar- 
ket. 

Mr. Duffy also mentioned the trend 
recently noted toward group selling, 
whereby the identification of papers 
and markets is simplified by group 
sales of space. 

Most successful circulation ana 
classified campaigns, “care and feed- 
ing of the data book,” and the one- 
man promotion department were 
topics considered at the opening ses 
sion Monday. Jacob Albert, promo- 
tion and research manager, Detroit 


News, presided 


Leaders of the four discussions 


were: Vaughn Weidel, New York 
World-Telegram, circulation; Louis 
Moore, New York American, classi- 
fied; J. E. Hanson, New York Eve- 
ning Journal, data book; and Don 
Williams, New York Daily Mirror, 
one-man promotion department. 


Phillips Plans 
Balloon Derby 
For Sane 4th 


New York, June 21.—The first na- 
tional balloon derby for children 
sponsored by the Charles H. Phillips 
Chemical Company will be held July 
4. The safe and sane Independence 
Day children’s event is being pro- 
moted through the Phillips Dental 
Magnesia radio program featuring 
Skippy on Columbia Broadcasting 
System stations. 

On the morning of the holiday 
1,200 varicolored, gasfilled balloons 


will be liberated in twelve cities. 
Each of the balloons will have a 
Skippy Derby ticket securely at- 


tached bearing the name of the sta- 
tion and city on one side and the re- 
turn address of Skippy on the other. 
Finders of the tickets will receive 
“gift packages.” 

Among the prizes in the “gift pack- 
age” will be a tube of Phillips Dental 
Magnesia. 

In New York the balloons will be 
released from the Mall in Central 
Park and in Chicago some section of 
the Enchanted Isle at the World’s 
Fair will be selected from which to 
release them. 

Announcements of the Derby will 
be made on the Skippy program from 
June 29 to July 4. Thompson-Koch 
Company, Cincinnati, handles the ac- 
count. 


Frosted Foods Sales 


Realigns Personnel 


Edwin T. Gibson has been ap- 
pointed president of Frosted Foods 
Sales Corporation, New York, and A. 
E. Stevens, assistant to James F. 
Brownlee, president of Frosted Foods 
Company, since last fall, will be as- 
sociated with Mr. Gibson in charge of 
all Frosted Foods sales. 

I. S. Randall, who has been with 
the company since its beginning, con- 
tinues as manager of Birdseye insti- 
tutional sales throughout the country. 


“Liquor Dealer’ Moves; 


E. M. Belknap Joins Staff 


The Liquor Dealer Publishing Com- 
pany, Inc., has moved to larger quar- 
ters at 1715 Adams Street, Toledo. 

E. M. Belknap, formerly sales man- 
ager of the Toledo Rubber Products 
Corporation, Toledo, has joined the 
Liquor Dealer as associate editor. 


MANY CONVENTION 
SESSIONS ON AIR 


New York, June 21.—One of the 
notable features of the thirtieth an- 
nual convention of the Advertising 
Federation of America which closed 
here yesterday was the extent to 
which radio stations and networks 
cooperated in presenting important 
portions of the program to local lis- 
teners and the country at large. 

The outstanding events of the con- 
vention proper, the opening luncheon 
on Monday, the dinner that evening, 
and the closing luncheon on Wednes- 
day, were all covered by an NBC net- 
work as well as by Stations WOR 
and WMCA,. while WABC handled 
the opening luncheon for the Colum- 
bia Broadcasting System. 

The opening luncheon was on the 
air for a period ranging from one to 
two hours, depending on the station, 
while the dinner was given an hour 
by NBC, WOR and WMCA, and the 
clinic which featured the Wednesday 
luncheon was broadcast in its en- 
tirety. 

An outstanding entertainment fea- 
ture of the convention was the party 
given by WOR Sunday night, at 
which the Newark station was host 
to the advance guard with a show 
consisting entirely of its own talent, 
and broadcast over its facilities. 

The talent included George Schack- 
ley’s Orchestra; Wee Willie Robyn; 
the Paramount Dancing Girls; Paul- 
ine Alpert; De Marco Sisters; Bob 
Stanley’s Orchestra; Cherie and Tom- 
asita; Verna Osborne; Harry Hersh- 
field; Merle Johnston’s Orchestra; 

Patricia J.eeds; Eddy Brown; Jack 
Arthur; Bernard Granville; Willard 
Robinson’s Deep River Orchestra; 
Vaughn De Leath; Charlie Chase; Al 
and Lee Reiser; Serge Abagoff; Vo- 
cordians; Dave Vine; Ted Meza; 
Norman’ Brokenshire’s Orchestra; 
and Fran Frey. 


Texas Press Asociation 


Picks S. C. Holloway 


Sam C. Holloway, Deport Times, 
was elevated from the _ vice-presi- 
dency to the office of president of 
the Texas Press Association at that 
group’s annual three-day meeting 
held at the Adolphus Hotel, Dallas. 

Louis C. Elbert, Galveston News, 
is vite-president; Sam P. Harben, 
Richardson Echo, secretary, for the 
twenty-seventh consecutive year; Ben 
F. Harigel, Language Journal, treas- 
urer. 

H. H. Jackson, Insurance Bldg., 
Dallas, is permanent executive secre- 
tary of the code enforcement com- 
mittee. 


Wisting Elected to 
Head Portland Club 


George Wisting, industrial en- 
gineer of the Northwestern Electric 
Company, has been elected president 
of the Portland, Ore., Advertising 
Club, to take office July 1. 

W. Carey Jennings of KGW-KEX 
was elected first vice-president, and 
John W. Davis, second vice-president. 
New directors are Miles Standish, 
Robert Black, Robert J. Christman, 
W. A. Joplin, W. A. Reyburn, Ben 
Buisman, Vernon Jenkins, Kenneth 
Holman, William J. Piepenbrink and 
Lefth Abbott. 


Three to Metropolitan 


Advertising of The Turf and Rac- 
ing Star, New York publications, has 
been placed with Metropolitan Ad- 
vertising Company, who will also 
handle promotion of Ortosan beauty 
preparations, made by Arpaul Com- 
pany, Inc. Radio, newspapers and 
| magazines will be used for the latter 
account. 


Fave other papers in the 

field have been driven off the 
$2 subscription price, ROCK 
PRODUCTS has been able to 
maintain that rate. Further proof 
of ROCK PRODUCTS: leader- 


ship. . . on 
Ask for INDUSTRY — 
— SURVEY, Now ready! 
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ADVERTISING AGE 


I C.M. A. TREKS 
TO WASHINGTON 
IN LABOR FIGHT 


Newell Elected President at 
Convention 


New York, June 21.—After several 
sessions in which discussion of news- 
paper codes was predominant, more 
than 50 members of the International 
Circulation Managers’ Association, 
which held its 36th annual conven- 

‘ tion at the Pennsylvania Hotel this 
week, prepared to attend the code 
hearing Friday morning in Wash- 
ington to support the American 
Newspaper Publishers Association in 
its objection to the proposed child 
labor amendment. 

The circulation managers elected 
Frank Newell, Toledo Blade, presi- 
dent. Louis J. Hoffman, St. Lowis 
Star-Times, was elected first vice- 
president and Walter R. Rauck, 
Pittsburgh Press, second vice-prest!- 
dent. Clarence Eyster, Peoria Star, 
was re-elected secretary-treasurer. 

Four directors elected are Don R. 
Davis, Birmingham News and Age- 
Herald; E. P. Sehwartz, Des Motnes 
Register and Tribune; Karl Hall, 
Boston Herald and Traveler; and 
Joseph M. Hunting, Bloomington, 
Ill., Pantograph. The next conven- 
tion will be held in Cincinnati. 

One of the first acts of the conven- 
tion was to vote approval of the A. N. 
P. A. stand on the proposed code 
amendments, wh:ich would sweep 
500,000 newspaper boys out of their 
jobs and seriously hamper distribu- 
tion of newspapers the country over. 
The proposed amendment would not 
allow boys under 16 to handle papers 
except by special permits. 

The circulation group at Washing- 
ton will be under the leadership of 
Howard W. Stodghill, Louisville 
Courier-Journal and Times. It will 
support the A. N. P. A. opposition 
under Elisha Hanson, A. N. P. A. 
attorney, and Jerome D. Barnum, 
publisher, Syracuse Post-Herald, who 
spoke at the I. C. M. A. convention. 

The I. C. M. A. also unanimously 
voted its satisfaction with the pres- 
ent definition of morning and after- 
noon papers. Editions from 6 p. m. 
to 9 p. m. are classified as morning 
papers and those from 6 a. m. to 9 
p. m. as afternoon papers. Editions 
outside of these hours must be aud- 
ited separately in A. B. C. reports. 

Several speakers’ discussed in- 
creases in circulation rates, and re- 
ported no permanent drop in circula- 
tion following these moves. 

One entire session was devoted to 
newspaper boy salesmanship demon- 
Strations in which several terri- 
torial circulation managers associa- 
tions competed. The team repre 
senting the Boston Herald and Trav- 
eler won first place. 


Auer Named Head 
Of Ad Managers 


New York, June 21.—George A. 
Auer, New York Herald Tribune, was 
elected president of Newspaper <Ad- 


¥ vertising Executives Association at 


the closing session of the organiza- 
tion’s meeting here this week, suc- 
ceeding Alvin R. Magee, Louisville 
Courier-Journal and Times. 

Irwin Maier, Milwaukee Journal}, 
was elected vice-president, and Hoyt 
Boylan, Richmond, Ind., Palladium 
Item, Was named secretary and treas- 
urer. The four directors elected for 
three-year terms are: 

Mr. Magee, William E. Donahue, 
Chicago Tribune; Frank S. Hoy, 
Lewiston, Me., Journal Sun; and A. 
L.. Poorman, Providence Journal. 


Shea Goes to Akron 


John A. Shea, advertising man- 
ager, Goodyear Tire & Rubber Com- 
pany of California, has been trans- 
ferred from Los Angeles to the home 
office in Akron. 


Hotels to Cooperate Grocer Victor |sold a pound of butter and a halt-| McPhail Transferred 
V . C pound of tea for 30 cents. Testimony T N 

on acation Opy | was introduced to show that the cost oO ew York Office 

Craven & Hedrick, New York have In Long 7 est lof the butter was 21% cents and of James A. McPhail, formerly man- 


been appointed by a group of lead- | the tea 83/10 cents or a total of |ager in charge of the Ponca City, 


ing hotels in resort sections to con- Of ( y ] ay Okla., office of Tracy-Locke-Dawson 

2 . . ; 29 8/10 cents. -_ " ~ . ‘ 
duct a cooperative campaign in New oast aw “TD = ti f innocence re- Inc., has been transferred to the 
York newspapers on the theme, “This -— —- | aD POCEERTLIOR GF SECCem . 


agency’s New York office. 

Jerry W. Moffett, previously with “eee 
‘the Dallas office, has been appointed ; 
manager at Ponca City. 


Year Is Resort Year.” The group : | quires us to assume that the differ-| 
includes: Los Angeles, Cal., June 21.—In a} ential of 2/10 of a cent between the 

Pocono Manor, Pocono Manor, | ruling handed down by the appellate} defendant’s cost and the price for 
Penn.; Essex and Sussex, Spring| department of the Superior Court,| which he sold the combination of 
Lake Beach, N. J.; Colon Hall Hotel, | Al Weisstein, Los Angeles grocer, was| butter and tea is sufficient to cover 
Wernersville, Penn., and Hotel|found not guilty of violating the| its proper share of his cost of doing | 


Antenaer A onolnted 


Dennis, Atlantic City, N. J California Fair Tr: : < ia : o° : P The Anfenger Advertising Agency, 
Ys Yy, N. J. alifo : rade Act. He was| siness , 36 : ; 
al fc — “yrs rr “ob ; ——— a ne said. Inc., St. Louis, has been engaged by 
. ae convicted o 1e violation In a lower | 1e¢ court did not pass on the con- q ? ~ ae od : s “ 
Ki k i ; j}court at the close of 1933, but ap- stitutionality of the law. Santen "lg re cos cee 
irk Joins Rickard | | 


| pealed the case. In handing down} 
> o Kirk, who has been with a its decision, the Superior Court held | nieieian i 
number of agencies and publications, at combination sales of grocers are ° 
at one time heading his own agency, nia ggg pow ae Act. | Art Studio Starts } Frank T. McFaden, for the past 11 
Kirk-Boyington, Inc., has joined C. E. } oir ae teat taedin Sites. cael Alexander Vanadia has opened the | years with Cecil, Warwick & Cecil, 
Rickard Advertising Agency, Detroit, | ¥2°" ‘Bey are not made below cost. | Vanadia Advertising Art Studio at|has joined the New York staff of 
as copywriter and account executive.| Weisstein was declared to have|84 Whitney St., Newark, N. J. | Liberty. 


McFaden With “Liberty” i 


AN atbdevilien EXPLORES THE NATIONAL GEOGRAPHIC 
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LAaCOVETS 
ONE MILLION WOMEN-OVER.-21 


Who, he asks himself, are the regular readers 
of the Geographic in the million households it 
reaches every month? He examines the findings 
of a new inquiry on this very subject. He 
discovers important facts. 


He finds that 1.1 women-over-21 per household 
are regular readers of the Geographic. He finds 
that these women, purchasing the food and 
furnishings in a million good homes, read the 
advertising pages of the Geographic and buy the 
products advertised there. He is impressed by 


the moderate investment required to reach 
and sell this great market. 


Explore the National Geographic Magazine. 
Study the significant information in this 
Reader-Interest Inquiry that will be supplied 
upon request. Examine these new findings 
as they relate to men and to youth, as well 
as to women. You will see something of the 


great power of this amazing Magazine to sell 
goods at a profit—TODAY! 
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NATIONAL GEOGRAPHIC MAGAZINE ¢ Washington, D. C. 
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MONDAY VOLUME 
MOF RETAILERS 
ie IS DECLINING 


N.R.D.G.A. Studies Many 
Phases of Retailing 


New York, June 21.—The question, 
ae “Is the power of Sunday advertising 
x declining and is Monday volume 
growing smaller?” is one with which 
department store operators should be 
concerned only to the extent shown 
in their own records, Frank Spaeth, 
general manager, Promotion 
Division, National Retail Dry Goods 


Sales 


Bae Association, declared before the gen- 
a: 3 eral discussion forum of this group 
Peter tg held here this week in conjunction 


with the A. F. A. meeting. 

A survey made by Mr. Spaeth 
among 16 stores in scattered cities 
showed that during the last 12 weeks 
Monday sales represented only 14.5 
per cent of the total week’s volume 
and for the same period these stores 
spent 17.5 per cent of their total ap- 
propriations for Sunday space. In 
New York, he stated, four large 
stores spend 30 per cent of their 
week’s appropriation on Sunday and 
Monday morning to get 17 per cent 
of the week’s business on Monday. 

According to Mr, Spaeth’s inter- 
pretation of available statistics both 
Sunday lineage and Monday business 
have decreased over a period of sev- 
eral years and there seems to be a 
sustained trend toward increased Sat- 
urday volume at the expense of other 
days. This he feels is at least partly 
due to the readjustment of working 
hours and days under the economic 
conditions and more recently under 
NRA regulations. 

If the public is changing its prefer- 
ence for shopping days, Mr. Spaeth 
does not believe that 


stores should 


ATLAS PHOTO COPY CO. 


_THREE LOCATIONS STA. 4047 


SHOW- 
MAN- 
_ SHIP- 


The new “big word" in ad- 
vertising, especially in store 
and window display. 


The outstanding ''showmen" 
are Einson-Freeman 


EINSON-FREEMAN CO., INC. 
Long Island City New York 


FREE « SLEININGER 


DEPENDABLE 

Radio Station Representatives 
NEW YORK CHICAGO DENVER 
LOS ANGELES SANFRANCISCO SEATTLE 


| 
| 
| 
L — een nen ———- “| 


Charles E. Murphy, program chair- | 

man of the A.F.A., thanks Mrs. | 

Anna Steese Richardson, "Woman's 

Home Companion," for her splen- 

did address at the opening lunch- 
eon session. 


try to reverse the trend by adding to 
their Sunday advertising. 


He urged a closer analysis of each 
day's lineage costs with the sales re- 
sults for the 15 or 20 leading de- 
partments of a store to discover | 
whether the advertising appropria- 
tion is being spent wisely. This | 
should be done, he said, every three 
months. The comments from the 16 
stores which Mr. Spaeth addressed 
in his survey stressed a general be- 
lief that the Sunday lineage cost and | 
Monday business should be closely | 
related, especially under present con- | 
ditions when copy is nearly wholly | 
devoted to merchandising, lacking | 
the institutional flavor which at one | 
time took a large share of the Sun- | 
day appropriation. 


New Ideas Needed 


The problem of getting advertising | 
down to the proper level for 
profitable operation calls for concen- 
tration of thought on ways and 
means to make the budget work 
overtime, R. V. Tossell, publicity di- 
rector, The Lasalle & Koch Company, 
Toledo, told the forum, 


costs 


Some new lines of thought and ac- 
tion are needed to accomplish this, 
he declared, and urged greater con- 
sideration of grouping together of re- 
lated departments into a single ad- 
vertisement. In his organization the 
idea has been used successfully in 
the house furnishing division and 
this fall will be tried out on men’s 
wear, accessories, ready-to-wear and 
children’s apparel. 


Twice, or at the very most four | 
times a year is about as often as 
community sale days can be done 


and still justify the term ‘“extraordi- 
nary,” Frank A. Black, publicity di- | 
rector, Wm, Filene’s Sons Company, 
Boston, advised in treating his sub- 
ject “Community Efforts.” The sue- 
cess of these events depends entirely 
upon the thoroughness with which 
they are planned and the coopera- 
tion given in carrying them out, and 
as a rule they get the amount of 
success they deserve, he declared. 


Handling of Credit 


There should be a 
marked division between the sales- 
man and the credit manager on ex- 
tended payment sales of household 
appliances, Edgar L. Rice, sales pro- 
motion manager, A. Polsky Company, 
Akron, O., told the meeting in dis- 
cussing his subject, “Has There Been 
Too Great An Increase in Advertis- 
ing ‘Terms’ on Household Appli- 
ances?” 

James Rotto, director of publicity | 
and sales, The Hecht Company, Wash- 
ington, D. C., summarized his — 

| 
| 


clear 


tigation of sales planning practices 
by department stores throughout the | 
country and said he found that the | 
basic plan of most stores follows the | 
general procedure of budgeting ad- | 
vertising months in advance but | 


| year's 
| for the selection of the merchandise, 
lof course, rests with the merchandis- 
ling division, but 
| ward giving the publicity department 


third 
|sions may be recognized as just by 
both the advertiser and the advertis- 


| the 


|tisers have been 


| re-allocated 
| mental sales in relation to total sales. 
a measure | 


doing the actual planning at short 


notice. 
There is a tendency, he said, to al- 
locate money by groups rather than 


| by departments, so that pressure may 


be brought to bear where it will do 
the most good instead of spending 
money automatically in ratio to last 
volume. The responsibility 


there is a trend to 


a share of this responsibility, his in- 


vestigation revealed. 


Longer Selling Seasons 


Longer selling seasons for season- 
able merchandise may be had by de- 
partment stores by a more concerted 
action among retailers to prolong the 
selling and better coopera- 
tion on clearance dates, H. Maurice 
Weiland, director of sales and pub- 
licity, The Neusteter Company, Den- 
ver, Colo., told the group. A _ better 
understanding of retailers’ problems 
by manufacturers would help 
this situation, he stated. 

The best cooperation of newspapers 
and other publications for truth in 


seasons 


also 


advertising may be had, according to | 
the experience of G. R. Schaeffer, ad- | 


vertising manager, Marshall Field & 
Co., Chicago, through an unprejudiced 
party or agent whose deci- 


ing medium. 

In support of his contention, Mr. | 
Schaeffer outlined the operation of | 
Better Business Bureau in Chi- | 
cago through which the local adver- 
successful in vir- 
tually eliminating untruthfulness in 
retail advertising in Chicago. 


Educate Sales Personnel | 


| pointing 


The way to better selling in de-| 
partment stores is through better 
salespeople, better trained, declared 
aul E. Murphy, advertising mana- 
ger Frederick Loesser & Co., Brook- 
lyn. 

In addition to the usual education 
the salespeople are given on the 
store’s system, routine and policy, 
Mr. Murphy advocated that they be 
supplied with a more liberal amount 
of pertinent information about the 
merchandise in their departments. 
This information, he suggested, might 
well be supplied by the manufac- 
turers and in some way attached to 
the merchandise, or packed with it, 
so that the salesperson would be sure 
to have a fund of sales points to use 
in effecting a sale. 


Returned goods would be greatly 
lessened and the woman. shopper 
would be better served by the re- 


tailer if he would be more consider- 
ate of the woman’s needs in her 
home duties rather than what the 
store keeper desires most to sell her, 
was the thought advanced by Julia 
K. Jaffrey, chairman, department of 
public welfare, General Federation 
of Women’s Clubs. 

The merchant should be more in- 
terested in preserving the 


needs. In this way he would get his 
profits on a steadier basis and give 
better satisfaction all around, she 
pointed out, 


Budgeting System 


In discussing “Flexible Budgeting 
—Percentage Charge Versus Alloca- 
tion Charge in Advertising,” Oscar R. 


Strauss, Jr., sales promotion mana- | 


ger, Rich's, Inc., Atlanta, Ga., recom- 
mended that a definite percentage of 
the total cost of the advertisement 
be charged directly to the depart- 


and |™ment publicized and the remainder 


|be charged to and 


depart- 


general expense 
according to 


|This, he said, would in 
| keep some check on the department 
managers in their ever increasing de- 


| provide for the store in general bear- | 


|ing some of the advertising costs, as 


an analysis has shown that only 15 


to 20 per cent of department store 
sales can be directly traceable to ad- 
vertised merchandise. 


Larson Appointed 


buying | 
power of the home and should put | 
emphasis on wise spending for real 


mands for space but at the same time | 


Getting Personal 


Bill Preussner turned in a gross of 90 at the K&E golf tournament 
last week and was presented with the Thomas D’Arcy Brophy trophy. 


His Westchester friends said he 


would have 


done much better were 


it not for the fact he is accustomed to playing in Long Island marshes 
and was overcome by the high altitude of the Westchester hills. 


Alan Bolte was high man in the low net with a 67 and Henry 


Eckhardt and L. J. Galbreath 


were 


first in the kickers handicap. 


Harold Pagett was top man of the second flight with 105 and Frank 


third flight 
honest score 


T. Denman led the 
prize for the most 


with 
with 


123. 


139. 


Charles Vassoll won the 


James H. McGraw, Sr., started in the publishing business 50 years 


this week. 


Robert |. Gardner, a.e. 


ago 


With 


ant Gardner will 


He stays young by 
Norman D. 
Inc., has left for two weeks active duty at Camp Dix, N. J. 
return to his office July 5... 


working hard. 
Associates, 
Lieuten- 


Waters and 


Members of the Sales Executives Club straightened to attention 
recently when Count Gosta Morner introduced Sandra Lind, the Mys- 
tery Girl of the Radio. This newspaper’s sleuths have since reported 
that this talented songbird is the wife of Hal Mooney, research direc- 


tor of Hanff-Metzger. .. 


After declining the honor for 35 years, Louis Wiley has finally 
responded to the insistence of officers and governors of the Society 
of the Genesee that he be guest of honor at the annual dinner in 


New York Feb. 4, 


1935. 


Sara Birchall, Condé Nast 


publications she represents. . . 


promotion 
two weeks’ tour westward in her Studebaker roadster. 
bine recreation with the first-hand study of typical readers of the 


manager, has left for a 
She will com- 


Wilton H. Gladmond, retail advertising manager of the Columbus 
Citizen, and W. J. Shine, promotion manager of the same paper, have 
been drafted as lecturers by the class in advertising at Ohio State. . . 

Paul Ryan, of Shell Petroleum Corporation, St. Louis, has been 
conducting some experiments in grocery stores to determine what it 


is that makes the public buy. 


He increased the sale of a well known 


brand of coffee 200 per cent by putting the grinder near the door and 
letting the enticing odor do the rest. . 


A. F. A. 


Convention Snapshots—Ralph R. Mulligan’s daughter, 


Allan Zoll, and his pretty companion, Mary Rudick, sprinting for re- 


freshments at the conclusion of the boat ride. . 
interesting features of New York’s 
The heart-rending look of dismay on Charlie Mur- 


out the 


Gil Hodges. 


. Charlie Younggreen 
skyline to 


phy’s face when he found that the refreshments for the yachting 


party had miscarried. 


The delegates looking up Malory McDon- 


ald, Houston's official delegate, to thank him again for the way he 
dispensed hospitality for the entire State of Texas when in New York 


a few months ago. 


dines. 


| ee 


of the battleship Saratoga. 


taking a bow. 
more popular than 


ture. 
press. 
automobile 


accident, instead 


sion. Bill 
wear. . 
patron saint, Homer Buckley. 


Clare Francis deciding 
Maxwell House coffee. 
man’s gavel should be wielded. 


players. George Dibert getting a 
newspapers. 
as McGraw-Hill v. p. . . 


exhibits and wondering if they are using G-E lighting equipment. 
that the Hotel Pennsylvania 
Alvin Magee showing just how a chair~ 


knows more people than anybody else in the advertising business. 
Clarence Blessed being pointed out as one of Detroit’s best contract 


The callouses on Walter Neff’s right hand 
after delegates were through congratulating him on WOR’s show. 

John Smith saying it to girls of whom he approves with cans of sar- 
Carroll Swan seeing to it that the many lovely 
in the Boston delegation have a good time and the ladies 


ladies 
loving 


Bill Rankin personally conducting a party on a tour of inspection 
“Bob” 
manager of the Cincinnati Times-Star, turning up as vice-president 
and general manager of a hated rival. . . 
honors in the person of Barbara Brock. . . 
bearing modestly her numerous official honors and assignments. . . 
Gil Hodges showing restraint when asked to take a bow by merely 
Mrs. Charlie Younggreen proving that she is even 
her popular husband. . 
receiving congratulations on the progress of her sons and her sculp- 
Jesse Neal greeting many old friends from the business 
George Kleiser looking as if he had never been near an 
of right 
Leon Weaver getting ready to take in the industrial advertising ses- 
Donahue showing what the well-dressed man should 
Direct-mail enthusiasts wondering what happened to their 


Bassler, former promotion 


Detroit claiming beauty 
Mary Coffey, of Chicago, 


Mrs. Edgar Kobak 


in the middle of one. . . 


Chester Lang taking in all the 


. . 


doesn’t serve 


. Phil Thomson proving that he 


hand as a real expert on 


Jack Rodger being congratulated on his new joh 


Ruth Quinn of the Latz Brewing Company, Milwaukee, checking 
up on beer drinkers and reporting she is satisfied. 


Nan Collins 


feeling proud of heading the largest delegation of out-of-town women 


from 
notes 


Philadelphia. 


for the story she will 


Dorothy Messing. 
write when 
“Things That Aren’t True of New York.” 

the Buffalo delegation of women to the St. Moritz for cocktails. 


of Cleveland, 
she 


making 
gets back home on, 
Dorothy Noyes taking 


| Sam Dull, of the Atlanta Journal, fighting his way out of the clutches 


of photographers and 
since he got into short dresses 27 


tries. 
his hot shots at the 4 A’s 
very dramatic in a big red hat. 
Cleveland gals have a good time. 
putting over a real industrial 
Groome admitting that Editor 
big issue to celebrate 


explaining 


7 


Jim White complaining that 
alcoholic beverage business. 
Rapids, being mistaken for 


Ann 
demonstrating why he is the head of one of America's greatest indus~ 
Allyn Mcintire being quoted by half a dozen speakers for 
convention. 


marketing conference. 
and 
its fiftieth 


he hasn’t had his picture taken 


years ago. .. 


the bootleggers are ruining the 
The lovely Ann Hardy, of Grand 
Harding. . , Lewis Brown 


Helen Rockey looking 
Florence Griffin seeing that her 
Judd Payne getting credit for 
Charley 
going to have a 
Roy Dickinson 


Publisher is 
anniversary. 


‘09 just in time to attend the convention. 


Costello Advanced 


W. W. Costello has been appointed 
assistant sales manager of Federal 


C. A. Larson, 254 W. 3lst St., New | Motor Truck Company. Prior to join- 


York, has been named eastern adver- 
tising manager of Building Supply 
News. : 


ing Federal he was associated with 
the Garford Motor Truck Company, 


Lima, O. 


| ae ° > ® : 
| finishing the twenty-fifth anniversary reunion of Prineeton’s class of 
| 


Shesgreen Has Agency 


Paul J. Shesgreen, former copy 
chief of H. R. Linick, Ine., Detroit, 
has established his own agency to be 
known as Shesgreen & Associates, in 
that city. Offices are at 1030 Michi. 
gan Theater Bldg, 


: 
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$110,000 PLANE MAKES A GAS STATION 


— 


os 


a . i) 


The largest passenger transport plane in the United States, the Fokker 

F32, which cost $110,000 to build, but which proved uneconomical 

to operate, is now serving as a gas station for a General Petroleum 

marketer in Los Angeles. Lit with Neon at night and with propellers 
whirling, it creates much attention. 


Classified 


Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 


ARTISTS WANTED 
Two commercial artists, experi- 
enced on both figure and mechanical 
line work for zine reproduction. $50 
a week. Reply Box 469, ADVERTISING 
AGrE, Chicago. 


BUSINESS OPPORTUNITIES 

ADVERTISING AGENCY 
Recognized, active New York ad- 
vertising agency seeks connection 
with man. controlling substantial 
business; offers profit-sharing  ar- 
rangement or partnership; no cash 
investment; replies held confidential. 
30x, 463, ADVERTISING AGE, New York. 


POSITIONS WANTED 


Man with ten years Sales Promo- 
tion and Advertising experience, 
available July 1. Age 33, University 
graduate, unmarried, will go any- 
where. Box 470, ADVERTISING AGE, 
Chicago. 


Man, 39, with all-around knowledge 
of publishing seeks connection. Com- 
petent to direct entire publication or 
head editorial or advertising depart- 
ment. Wide experience; unusual 
qualifications; executive capacity; 
sound judgment; initiative. 
ADVERTISING AGE, 


Box 471, 


SALES PROMOTION EXECU- 
TIVE thoroughly experienced in ad- 
vertising procedure, distribution and 


sales, desires connection with manu- | 


facturer of industrial or automotive 
equipment. Box 472, ADVERTISING 
AGE, Chicago. 


Raises Guarantee, Rates 

Fortune has increased its circula- 
tion guarantee from 62,500 to 100,000 
for 1935. The new page rate is $1,100, 
raised from $800. Discount for 12 
consecutive insertions is 10 per cent 
and for six insertions 5 per cent. 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 
women. 

The only effective 
and _ economical 
system for covering the Home Economics 


field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Directer 
Freeport New York 


’ | tor, Good Housekeeping, 


NEW POLICY TO 
RESULT IN HUGE 
MOVIE CAMPAIGN 


New York, June 21.—In conjunc- 
tion with a new policy of distribut- 
ing new productions in all parts of 
the country simultaneously, Metro 
Goldwyn-Mayer Pictures Corporation 
has approved the most ambitious 
magazine campaign ever used by a 
picture company, according to 
| Donahue & Coe, Inc., the company’s 
lagency. An annual expenditure in 
this medium exceeding $1,000,000 is 
indicated by space orders for page 
units sent to a long list of general 
weeklies and monthlies for August 
and September insertion. 


Magazines on Schedule 


M-G-M was the first picture pro- 
ducer to use national newspaper ad- 
vertising to support exhibitor play 
dates, inaugurating the policy 15 
years ago. The current development 
also has the character of a pioneer- 
ing effort, as copy will merchandise 
new productions as they are released. 
Because of the variation in general 
release dates around the country, 
very little motion picture advertising 
has appeared in magazines to adver- 
|tise a specific picture. 


| 
| General magazines 


to carry the 


| M-G-M copy include American Maga- | 


| zine, Collier’s, Cosmopolitan, Delinea- 
Ladies* 
| Home Journal, Liberty, Literary 
| Digest, McCall's, Pictorial Review, 
Redbook, Time, True Story, Saturday 
| Evening Post and Woman's Home 
Companion, 

| The fan magazines used regularly 
for some years by this advertiser will 
remain on the new schedule. This 
| group includes Film Fun, Home, New 
| Movie, Modern Romances, Modern 
| Screen, Motion Picture, Movie Classic, 
Movie Mirror, Mystery, Photoplay, 
Pictureplay, Screen Book, Screen- 
land, Screen Play, Screen Romances, 
Serenade, Silver Screen, Shadowplay 
and Toeer Radio, 

The fitst picture on the new mer- 
ichandising program is “Treasure 
Island.” To support this production 
special Coby will appear in Septem- 
| ber issues of American Boy, Boys’ 
| Life, Open Road for Boys, Parents’ 
| Magazine and _ other’ publications 
reaching the juvenile market. 


Ayer in Charge of 
N. Y. Milk Campaign 


| oN. W. Ayer & Son will handle the 
| $500,000 milk campaign to be insti- 
| tuted by the New York State Depart- 
;ment of Agriculture and Markets. 

The legislature’s appropriation will 
'be raised by a tax of one cent on 
;}each 100 pounds of milk sold in the 
state 


... and this 


Big Fact Remains: 


Operating costs of campaigns must needs be 

- watched hawk-like during the balance of this 
brighter year. Maximum use of advertising 
dollars, say your departmentals, will set new 
records in the gentle art of making ten dimes 
do the work of 100 pennies. 


In other words, if you insist, it seems to us 
sellers that you buyers are going to be extra 
hard to please from here out. 


This suits P.& A. toa “T”. 


With us, it is a matter of organization pride to 
render more of service, deliver more of value, 
than you will be lucky to find in a long day’s search. 


P.& A. welcome the canny scrutiny of hard-to- 
satisfy Production Managers. May we add that 
many agency principals, quite a few score of 
Advertising Managers, many of the big boys 
who sign the checks, have known us intimately 
for many years— and still remain our friendly 
customers. 


Their names are well known among the cog- 
noscenti of the Federation—and we hope to 
have yours among them before many more 
issues of Advertising Age. 


Always Count on Co-operation from P.& A. 


Partridge & Anderson Company 


Electrotypes . Nickeltypes : Stereotypes ¢ Matrices 
CHICAGO 
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ADVERTISING AGE 


June 23, 1934 


Self-Regulation Is 


Endorsed by A. F. A. 


Continued from Page 1) 


is dependent upon the confidence and 
goodwill arising out of a great body 
of constructive effort. 

“And, whereas, advertising has cre 
ated its own standards of practice 
years ago and has consistently 
sought to improve and enforce these 
standards with all its cooperative 
power, having set up enforcing 
bodies—the Advertising Review Com- 
mittee, the Better Business Bureaus 
and the individual review organiza- 
tions—to deal with the small per 
centage of offenders; 

“And, whereas the present empha- 
sis on the small percentage of misuse 
of advertising demands that we re- 
iterate our condemnation of all 
abuses of the social code of honesty, 
decency and good taste; 

“And, whereas we recognize the 
general adherence to our standards 
from the vast majority of all groups 
touching the activity of advertising, 
and believe that we can continue to 
improve our own regulation of our 
business without governmental inter- 
vention; 


Strengthen Educational Work 


“Therefore, resolved, that the Ad- 
vertising Federation of America 
call upon its affiliated groups to 
strengthen existing machinery or to 
set up new machinery to _ provide 
more effective supervision of adver- 
tising copy. 

“It is the business of advertising 
bodies acting together, either on a 
trade or geographical basis, to keep 
the public free from advertising that 
is destructive in its misrepresenta- 
tion, its inaccuracy, its indecency, or 
that is offensive in any way to the 
consumer. 

“With adequate _ self-regulation, 
laws already in existence are fully 
capable of punishing these deliberate 
offenders. 


“Be it further resolved that the 
Advertising Federation of America 
continue and strengthen its educa- 


tional work and extend it to all col- 

leges, schools, clubs, associations and 

all organizations of consumers. 
“And be it further resolved that 


the Board of Directors of the Adver- 
tising Federation give favorable con- 
sideration to the recommendation 
for the organization of a public rela- 
tions group representing advertisers, 
advertising media, agencies and con- 
sumers to aid in the dissemination 
of the facts and right understanding 
in regard to the utility and operation 
of advertising.” 


Deplores Regimentation 


Mayor LaGuardia, of New York, 
welcomed the A. F. A. at the open- 
ing luncheon. He reiterated his belief 
in the soundness of a low second- 
class mail rate, and praised adver- 
tising as a source of information to 
the general public. He urged that 
the city of New York be advertised 
pointing out that its facilities and 
advantages are not generally under- 
stood. 
ber of Congress, he said that he did 
not believe that the legislation pro- 


posed and enacted will hurt legit- 
imate advertising. 
He criticised outdoor advertising 


from the standpoint of its appear- 
ance rather severely, but Chairman 
Charles E. Murphy explained later 
that he did not believe that the 
mayor had complete’ information 
as to the improvements which had 
been made in the medium in recent 
years. 


Tells Woman's Side 


Speaking on “Responsibilities of 
Management,” ©. M. Chester, presi- 
dent of General Foods Corporation, 
made a ringing defense of business 
against regimentation and spoke in 
behalf of the 13,000,000 owners of 
corporation securities whose _ inter- 
ests must be protected. Business 
today is under attack, and for the 
most part has been silent. Now it 
becomes the responsibility of man- 


agement to defend the _ policies 
which have guided industry up to 
this time, he declared. 


“Business is faced today with cer- 
tain fundamental questions,” said 
Mr. Chester. “Are there to be fur- 


$l a year 


year. 
Name 
Company 


Street and No 


MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


Read your own copy, and be sure of hav- 
ing the latest information on all advertising 
developments all over the country. 


Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


ther curbs on individual initiative, 
or is responsible individualism again 
to be encouraged? Is business to 


| be planned and operated by a small 


'to present 


Speaking as a former mem- | , 
Business 


group of theorists or by business 
people themselves? Is America to | 
be freed of the bogey of regimen- | 
tation? Is it better to curtail pro- | 
duction or to seek increased activity | 
through education, advertising, sales- | 


manship and better distribution?” 
Mrs. Anna Steese Richardson, di- 
rector of the good citizenship. bu- | 
reau, Woman's Home Companion, | 
speaking on “What Three Million 
Women Have Taught Me About Ad- 
vertising,” said that women are be- 
ginning to demand the truth about 


advertising. 

“Twelve million women in this 
country belong to organizations,” 
she said, “and speakers from the 
food and drug bureau at Washing- 
ton have been sent to most of them 
the ‘chamber of horrors’ 
which so misrepresents American 
business, and to stir up sentiment 
in favor of laws to control it. It is 
as a result of this kind of effort 
that thousands of women have sent 
telegrams to their senators and rep- 
resentatives on the Tugwell bill. 
men have had no repre- 
sentation at all. You too should 
talk to these women’s organizations 
—through women who know how to 
speak to them in their own lan- 
guage.” 


Testimonials Losing Value 


In analyzing the reaction of women 
to advertising, Mrs. Richardson said 
that testimonials have lost their 
effectiveness. Women must have 
their imaginations gripped, through 
romantic appeals, among. others. 
They don’t like to see discussions 
of intimate personal details in ad- 
vertising, she insisted. Too many 
advertisements belong on the puzzle 
pages, she said, instead of being 
specific and informative in the way 
women like. 

“Women love color and beauty in 
advertising,” she continued. “No 
matter how drab their own homes 
and clothes may be, they like to 
imagine themselves in the beautiful 
surroundings created in advertis- 
ing.” 

There are 20,000,000 mothers in 
America, Mrs. Richardson said, and 
they are influenced in their pur- 
chases largely by what their children 
want. If the youngsters like the 
pictures on the cereal packages, that 


will be the brand the mother will 
buy. 
Asks New Committee 
She praised the contributions of 


advertisers in studying how to make 
living conditions better, and. said 
that improved ideas about health 
are due to advertisers even more 
than to doctors. As an example of 
what is being done, she told of the 
research carried on for several years 
by Kendall Mills, Walpole, Mass., 
as a result of which baby diapers 
have been greatly improved in com- 
fort. She closed by urging the for- 
mation of a public relations com- 
mittee on which both women and 
manufacturers would be repre- 
sented. 

At the dinner Monday evening, at 
which Gilbert T. Hodges, chairman 
of the board of the A. F. A., was 
toastmaster, H. V. Kaltenborn, New 
York, well known radio commenta- 


tor, talked on world politics and 
emphasized the fact that govern- 
ments now realize that they need 


advertising or propaganda to sup- 
port their policies. At the same time 
he pointed out the vital need of free 
speech and free press to insure open 
criticism of governmental policies, 
especially in view of the great trend 
toward centralization of govern- 
mental power. 


Coon Joins Miner 


Garrelt D. Coon, who has been ad- 
vertising manager of the Montgom- 
ery Ward branch at Glendale, Cal., 
and was formerly with that company 
in Chicago, has joined the copy staff 
of the Dan B. Miner Agency, Los 
Angeles. 


Paul Meyer Quits WBS 

Paul Meyer, connected with World 
Broadcasting System, New York, for 
two and one-half years as vice-presi- 
dent, has tenderea his resignation. 


| 
| 


He has not announced future plans. 


BROWN VISIONS 
BOOM ON HEELS 
OF HOUSING ACT 


(Continued from Page 1) 

buy and own his home, with private 
capital, through private banking in- 
stitutions,” he explained. “A mutual 
insurance corporation guaranteeing 
payment of mortgages has been set 
up with a capital of $200,000,000. A 
complete system of real estate 
finance has been created. 

“We ourselves have been using the 


general idea ot providing loans for 
home repair and modernization 


heretofore, and it has been so suc- 
cessful all during the depression pe- 
riod that we shall continue it. Our 
current campaign has produced three 
times as many inquiries for booklets 
outlining the plan as we received 
last fall. 

“Now, in addition, there will be a 
national campaign, with a_ billion 
dollars to lend. The National Emer- 
gency Council at Washington, un- 
der the direction of Harry Hopkins, 
will supply information and coopera- 
tion to every community, and we 
expect to see hundreds of campaigns 
running simultaneously all over the 
country promoting this big idea of 
modernized homes.” 

The dynamic voung head of Johns- 
Manville, Inc., analyzed the economic 
situation briefly, stating his position 
as opposed to regimentation and in 
favor of individual initiative, and 
declaring that a planned economy 
cannot go hand in hand with democ- 
racy. The emergency is past, he con- 
cluded, and from now on measures 
adopted should have the reasoned 
approval of the citizens of America. 

Dr. Edie said that while there is 
a summer recession from the _ busi- 
ness position reached during the 
spring, there is now a sound basis 
for natural recovery in the capital 
goods industries, and that business 
men are justified in long-range con- 
fidence in the future. The founda- 
tions have now been Jaid for contin- 
uing recovery. 

Col. Chevalier said that since suc- 
cessful advertising moves with the 
trend, the current situation suggests 
advertising which stresses economy 
of production and goods which are 
priced right, and which does a thor- 
ough job of education rather than 
competitive selling. 

“There was never a time,” he as- 
serted, “when an educational job was 
so badly needed, and when the in- 
telligent and honest use of advertis- 
ing offered such opportunities as it 
does today.” 

Mr. Rickard, although admitting 
that industrial advertising is not as 
exaggerated as some in the general 
field, pointed out that it is not with- 
out faults. He urged that efforts 
be made to establish sincerity as 
the basis of all industrial advertis- 
ing and that it be simple rather than 
clever. Knowledge of what adver- 
tising cannot do, he said, is just as 
important as knowing what it is ca- 
pable of accomplishing. Fitted into 
team-work with other sales activi- 
ties, it can provide service which 
manufacturers selling to industry 
can use to great advantage today. 


Chevrolet Price $675 
The Chevrolet four-door sport 
sedan, whose price in a recent issue 
of ADVERTISING AGE was given as 
$750, is only $675, 


Seiler to Head ~ 
Cramer-Krasselt 


Milwaukee, Wis., June 21.—A. W. 


Seiler, executive vice president of 
the Cramer-Krasselt Company, has 
been elected 

wee) president of the 


— 

, agency. The posi- 
tion has been un- 
vecupied since 
the death of F. G. 
Cramer in Feb- 
ruary of this year. 
Mr. Seiler, who 
has been with the 
company since 
1907, is an ardent 
~ | exponent of con- 
—— . ~~ taet at the point 

A. W. Seiler of sale. 

In 1920 he or- 
iginated the system of field contact 
which the Cramer-Krasselt Company 
has since pursued. Recognized as 
an expert in appliance merchandis- 
ing, particularly in the department 
store field, he has addressed hun- 
dreds of dealer meetings in every 
part of the country in the last few 
years. 

The Cramer-Krasselt Company 
serves a long list of clients, of which 
the Norge Corporation and the May 
tag Company are among the leaders 


Schewe President 
of Pittsburgh Clu 


Joseph Schewe, advertising man- 
ager of the B. K. Elliott Company, 
was elected president of the Pitts- 
burgh Advertising Club June 19. 
K. E. Kellenberger, Union Switch & 
Signal Company, was elected vice. 
president; J. A. Cullison, Nationa! 
Fireproofing Company, secretary, and 
F. W. Morgan, Bell Telephone Com- 
pany, treasurer. 

H. S. Metcalfe, West Penn Power 
Company, Ralph Leavenworth, West- 
inghouse Electric & Manufacturing 
Company, and C. V. Starrett, Buh! 
Foundation, were elected to the 
board of governors. 


Riggott Joins Fisk 


Walter E. Riggott has been placed 
in charge of advertising for Fisk 
Rubber Corporation, Chicopee Falls, 
Mass., maker of Fisk tires, succeed- 
ing Howard C. Smith, resigned. 


Othen Gets “American” 


John Othen, Jacksonville, Fla., 
newspaper man, has purchased a con 
trolling interest in the Jacksonville 
American, a weekly newspaper. 


Are there limits 
to Photostat Service @ 


New customers sometimes think 
we're doing the usual human thing 
—giving a new customer extra serv- 
ice—when we deliver their photo- 
stats with dizzying speed. But 
we're not, as they find in time. 
That's the regular pace with Rapid 
Copy Service Company. 


How can we do it so fast and 
so well? That's our business. 
Dun’t esk! Just try it out. You'll 
learn that the time and quality 


limits have been lifted a long ways 
by Rapid. 

That’s our bid for your’ business. 
‘ Do we rate a trial? The 
phone number is right below , , , 


PHOTOSTATS 
KAPID COPY SERVICE 


{ Vanderbilt 3-3680 
New York ) For All Branches 


Cleveland: Main 9335 


{ State 6013-4 
) State 5980-1 


Chicago 


Sen 


poster 
andco 


Mc 


ROBERTS AVE. AND STOKLEY ST 


d for McCandlish... 


The story behind some ofthe most beautifully 
lithographed displays and posters in America is 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 


the full advertising benefit ofall the beauty 
lor in the original finished sketch. For post- 


ers of any size and for advertising displays, it will 
pay youtosee orwrite A.R.McCandlish,President. 


LITHOGRAPH 
CORPORATION 


PHILADELPHIA PA 


CANDLIS 
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June 23, 1934 


POTTER SEEKS 
BANISHMENT OF 
MEDIOCRE COPY 


Minneapolis, Minn., June 21.—Ad- 
vertising men can perform a great 
service, not only to their own clients, 
but to the country, by making ad- 
vertising so effective that it will 
inspire the nation with a great de- 
sire for more of the things that 
make life worth living. 

This was the message brought to 
the Advertising Club of Minneapolis 
yesterday by Zenas L. Potter, vice- 
president in charge of the Chicago 
office of Erwin, Wasey & Co. And 
this is not a mere dream, Mr. Potter | 
asserted. 

“If everyone engaged in the prep- 
aration of advertising,” said he, 
“would refuse to be satisfied with 
something that just got by, and 
would use his creative imagination 
to the utmost, the millions spent for 
advertising in 1934 could be made 
twice as effective.” 

He pointed out that tests of ad- 
vertising effectiveness made during 
the past two years have demon- 
strated clearly that the newspaper 
and magazine copy of certain com- 
panies are getting twenty times as 
much reading as others, at no great- 
er cost for white space. Likewise, 
certain radio programs are getting 
many times the audiences which 
listen to others, though station time 
costs the same. 


A Potent Force | 


“If all advertising could be brought | 
up to the standard of the best,” he | 
continued, ‘a great new force would | 
be put to work to increase buying in 
America. Many an idle dollar would | 
be brought out of hiding to perform 
its proper work.” 

One of the roads which must be 
further explored is that of goods dis- 
played at the point of sale, Mr. Pot- | 
ter said. 

“Two thousand cases of Del Maiz | 
corn were sold in 130 Minneapolis | 
and St. Paul groceries in ten days,” | 
he explained, “as compared with 35 | 
preceding three 
months. “If every manufacturer 
mastered the principles of display | 
and if every retailer set up his stock 
most effectively to tempt shoppers, 
another great new force would be | 
organized to increase buying. 

“Finally, there is too much order- 
taking and not enough intelligent 
personal selling. Nature has pro- 
vided five channels to the prospect’s 
ears, nose, taste and 
touch. Few salesmen are provided 
with equipment with which to help 
the prospect visualize their story, 
though it is an accepted fact that 
an appeal to the eye is more potent 
than to the ear alone, if a choice | 
must be made.” 


cases for the 


mind: eyes, 


New Offices for Stern | 


Edward Stern & Co., Philadelphia, | 
have opened an office at 194 Boylston 
manage: | 
and a| 


Street, Boston, under the 
ment of Arthur M. Menadier, 
new office at 604 Chamber of Com- 
merce Bldg., Pittsburgh, of which 
W. J. Grose is in charge. 


Superintendents Convene 


Herbert T. Randall, works en- 
gineer of the Champion Coated Paper 
Company, Hamilton, O., presided at 
the session of the American Pulp 


and Paper Mill Superintendents’ As- | 


sociation, meeting at Poland Springs, 
Me., June 20-22. 


Petroleum Firm Appoints 


W. I. Tracy, Inc., New York, has 
been named to place advertising of 
Petroleum Derivatives Company. 


Montelair, N. J... maker of Vapon 
shampoo and Vapon vanishing lotion. 
Newspapers and magazines will be | 
used. 


Horl toh Series Starts 


Lum and Abner, popular radio 
team, began the broadcast of a series | 
of programs for Horlick’s Malted | 
Milk Corporation June 17, to be| 


heard six days a week for 13 weeks | 
at 10:15 


over WGN, Chicago. 


by business men of the two states to 
advertise the section’s natural re- 
sources and scenic and recreational 
advantages. An extensive 
in newspapers and national 
zines is planned. 


Cutter Replaces Evans 


Dr. Irving S. Cutter, dean of the 
medical school, Northwestern Univer- 
sity, has been appointed health edi- 
tor of the Chicago Tribune to suc- 
ceed Dr. W. A. Evans, who is retir- 
ing. 


Col. Sherman Dies 


Col. Edwin A. Sherman, owner and 
publisher of the Newport, R. I., Daily 
News, died in that city June 13. 


” 


IN addition to the 


tampaign | 
maga- | 


30.797 busi- 


ness men who subscribe as mem- 


Norge Program 


Detroit, Mich., June 21.—Accepting 
the verdict of the Edison Institute 
that July and August will register 
19 per cent of the total 1934 volume 
in the electric refrigeration field, the 
Norge Corporation is holding a series 
of 47 dealer meetings in all parts of 
the country to gear its sales organ- 
ization up to valiant deeds during 
the next two months. 

While Norge is providing its deal- 
ers with a score of new selling 
points, the friendship testimonial 


| contest is probably the most unusual. 


Both the company and dealers will 
support this effort to re-enlist the 
experience of old users of Norge. 
Cash prizes will be offered to those 
reporting the most interesting sav- 
ings and uses of their Norge re- 
frigerators. In addition to the news- 
paper advertising to be done by the 
company, dealers will feature this 
contest in direct mail. 

A series of cold cookery carnivals 
will be held between July 15 and 
Sept. 1, in which winners from one 


section of the country will be pitted | 


against those from others in the 
finals. 
The company has expanded its 


summer advertising appropriation to 
reflect the new viewpoint. It is ask- 


salesmen to get in 
hot weather pregram. 

Cramer-Krasselt Company, Milwau- 
kee, is the agency in charge. 


step with the 


Revision Hearing Set 


Public hearings on the proposed 


| modification of the code for the paper 


and pulp industry will be held June 
29 in the Hall of Nations of the 
Washington Hotel. The application 
for the modification was made by the 
American Paper and Pulp Associa- 
tion. 


G. E. Promotes Burrows 


R. P. Burrows, who has been man- 
ager of the Pacific division of the 
incandescent lamp department, Gen- 
|}eral Electric Company, has been ad- 
| vanced to the post of assistant man- 


ing its 4,000 dealers and 10,000 retail lager, with headquarters in Cleveland 


ee 


alk 


RITTASE 


Wruen primary markets fail, the alert manufacturer looks for 


new markets, something on the fringe of his own industry. Even 


when primary markets are good, alert businesses can grow and ex- 


pand by going beyond their own limited fields. 


Every manufacturer who hopes to grow needs to look to those un- 


known and often unsuspected markets which have future possi- 


bilities for him. 


Then he needs national advertising that reaches all industry. 


Then he needs Nation’s Business, for it reaches a quarter million 


executives in all businesses. It provides coverage of primary as well 


bers of the Chamber. 218.245 


business men now hold individ- 
ual subscriptions, at $3 for one 


year or $7.50 for three years. 


No. other publication is so 


widely read by business leaders 
in all business fields. 


E. V. THOMPSON 
Director of Advertising 


are necessary to do a complete selling job. 


as fringe markets. By reaching an average of three major executives 


per firm, it gives the advertiser the contacts in each organization that 


A Half Million Cash in Advance 


Since the New Deal Began 


years’ experience in this very field. 


is so close to authoritative sources. 


NATION'S BUSINESS 


WASHINGTON 


SINCE the New Deal got under way, about May 1, 1933, busineas men have 
bought subseriptions to Nation’s Business to the tune of $501,728. 

They must have interpretation and explanation of what’s going on in 
Washington. So, naturally, they turn to the one magazine published at the 
source of such information, to the one magazine that speaks from twenty 


Nation’s Business is well-informed and authoritative because it draws 
on the United States Chamber of Commerce, a federation of leading busi- 
ness men and business organizations the country over. No other organization 
is so well informed on legislation affecting business. No other organization 


850 Graybar Building 
NEW YORK 
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June 23, 1934 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


TWO AGENTS AND TWO LADIES 


SOME OF THE CONTRIBUTORS TO SUCCESSFUL SALES CONFERENCE 


Among those present at the all-day sales executives conference held Tuesday were, left to right, Ray Giles, 
author and former agency principal; Merrill Sands, sales manager, Dictaphone Corporation; |. S$. Randall, 
sales manager, Frosted Foods Sales Company; Diana Johns, Lester Gaba Displays; Arch Davis, advertising 
manager, International Business Machines Corporation; Frank Lovejoy, sales manager, Socony-Vacuum Cor- 
poration; and R. H. Austin, assistant sales manager, Time Recording Division, |. B. M. C. 


ON WAY TO BANQUET 


New dork 


————d 


L. D. Gibbs, Commonwealth-Edi- 
son Company, Boston, and past 
president of Advertising Club of 
Boston, left, on his way to the 
A. F. A. banquet with P. L. Thom- 
son, Western Electric Company, 


New York. 


This foursome enjoying the A. F. A. boat trip is composed of G. Lynn 

Sumner, G. Lynn Sumner Company, New York; Gertrude B. Kluck, 

“Northwestern Confectioner," Milwaukee; Mrs. Younggreen, and 
C. C. Younggreen, Reincke-Ellis-Younggreen & Finn, Chicago. 


ALL SECTIONS OF THE COUNTRY REPRESENTED AT MEETING 


& — = — ee — - ———— — 


The group at the left made up part of the Atlanta delegation to the A. F. A. convention. In it are 

J. S. Roberts, Retail Credit Company; Virginia Pairo, Loeb Advertising Agency; Oscar Strauss, Jr., Rich's 

Inc.; and Mabel Loeb, Loeb Advertising Agency. In the other group are L. A. Gaines, Jr., Richmond, 

Va., '"News-Leader"; Walter P. Burn, R. L. Polk & Co., New York; Ann Hawkins, Mercantile Stores, !nc., 
New York; and Clarence D. Blessed, Walker & Co., Detroit. 


MAGAZINE MEN SHOW INTEREST IN NEWS 


| ' 
ei 
| Vaan ',- 


Bs 


George A. Dunning, Boston representative, “American Magazine," 

left, and J. B. Scarborough, advertising manager of the same publica- 

tion, made their way through the crush at the A.F. A. meeting to 

receive copies of "Advertising Age" from one of the girls who dis- 
tributed them. 


ENJOY SESSIONS AT A. F. A. CONVENTION 


Leonard Dreyfuss, president, United Advertising Corporation, New 
York, and Mrs. Dreyfuss stop for a chat with Morris M. Einson, pres- 
ident, Einson-Freeman Company, New York. 
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